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Advertising agencies, the Four 
A’s says, are not devoting enough 
time to their own postwar plan- 
ning. As usual, the shoemaker’s 
children have their toes out in the 
snow. 


Ninety-eight percent of Fawcett 
readers regard lipstick as indis- 
pensable, a survey reveals, and 
that’s about the same ratio you 
can put down for their boy friends. 


F 


William C. Bullitt, who has just 
got over that pasting he took in 
the Philadelphia mayoralty elec- 
tion, now wants to start an after- 
noon paper in his home town. 
Fortunately the supply of aspirin 
is still adequate. 


Gladys the beautiful reception- 
ist says she sees all these publish- 
ers and agencies writing cOpy say- 
ing “Job -Seeks Man,” and she 
wonders how it can find him with 
a blind ad. 


F 


William A. Patterson, president 
of United Air Lines, says the 
stories they are printing these 
days about postwar aviation are 
fantastic. Here’s one airman who 
still has both feet on the ground. 


Paper is the biggest problem for 
most publishers who weat to start 
anew magazine, but in the movie 
field the chief headache is finding 
something to call the darn thing. 


F F 


It was about 1927 that Ring 
Lardner made “Elmer the Great” 
famous, and now Elmer Gischel 
has been nominated as the indus- 
trial advertising man of the year. 


Seattle, the Times says, is known 
among seafaring men as a good 
liberty port. The verdict must be 
justified, for a tar’s wants ashore 
are simple but very definite. 


Nearly three hundred readers of 
ADVERTISING AGE entered a contest 
to rank ICS mail-order ads in 
order of pulling power. Looks as 
if advertising men are still inter- 
ested in advertising. 


Chairman James L. Fly’s action 
On newspaper ownership of radio 
Stations is described as “a politic- 
ally astute retreat.” You don’t 
mean to say there may be a teeny- 
weeny bit of politics in the FCC? 


The Dima-Mite Food Company 
of California is preparing to ad- 
vertise, but the news item report- 
ing this important decision didn’t 
Say what particular product they’d 
Start blasting with. 


If the adventures of those Walt 
isney bees they’re using in the 

Promotion of the McClatchy news- 

Papers are properly developed, 

hey may prove to be a worthy 

— of your old friend Donald 
ck, 


After making a lot of speeches 
telling about all the money his 
Company was making, Bill Jack, 
now in the throes of renegotiation, 
may have concluded that when he 
ay his mouth he put his foot 


Copy Cus. 


New Pullman Series 
Shows Glimpse of 
Postwar Service 


Compares Foreign 
Customs, as Seen by 
Service Men, with U. S. 


(Picture on Page 55) 


Chicago, Jan. 25.—In addition 
to its war service program of urg- 
ing civilian travelers to use rail 
transportation facilities carefully, 
the Pullman Company in 1944 will 
give the public a glimpse of post- 
war improvements which will not 
only make travel more comfort- 
able but also more economical, 
thus laying the foundation for a 
postwar market of great potential 
volume. 

The look into the future which 
Pullman magazine advertising will 
shortly make possible is built 
around the unique idea of compar- 
ing customs in foreign countries 
in which American soldiers are 
now seeing service with those at 
home, among which of course is 
general use ef the Pullman sleep- 
ing car. This series was made pos- 
sible through the cooperation of 
the War Department, which has 
released for use in this campaign 
an extremely interesting series of 
booklets through which service 
men are oriented to the customs 
of the countries in which they are 
stationed. 

The initial ad in the series, a 4- 
color page which is scheduled for 
the March 6 issue of Life and the 
February 19 issue of The Saturday 
Evening Post, features India, and 
the illustration shows a soldier in 
the act of persuading a cow to 
make way for an Army jeep. 

“My money’s on the cow!” says 
the sergeant, and the copy ex- 
plains why cows are treated with 
great respect in that country. 


Ties Up with Pullman 


“The sergeant read the Pocket 
Guide to India which the War De- 
partment issues to troops stationed 
there,” the advertisement con- 
tinues, “‘Treat every cow with 
respect,’ it says, ‘because literally, 
to the Hindu, the cow and the 
bull are sacred.’ ” 

Then comes the tie-up with 
Pullman service: 

“There’s a custom of our own 
country, too, that’s new to many 
boys in service. It’s the American 
custom of traveling in comfort— 
which troops in training do at the 
rate of 30,000 every night. 

“The glamor of going Pullman 
is new to lots of them. But no 
newer to these boys than it will 
be to everyone when the war is 
over.” 

The remainder of the advertise- 
ment features the glimpse into 
postwar service which: the Pull- 
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Shipping by air? 


See ‘Information for 
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JUST RESTORE THE WATER TO 
GET FINE WHOLE MILK! 


ned \NHOLE MILK 


TESTS DRY MILK—With large-space 
copy in newspapers of three Texas 
markets, Kraft Cheese Co., Chicago, is 
testing consumer acceptance of a pow- 
dered whole milk which, with water 
added, makes two quarts of fluid milk. 


War Department 
Pushes Contract 


Termination Plan 


Washington, D. C., Jan. 27.— 
The War Department is moving 
steadily ahead preparing its staff 
and contractors for the day when 
billions of dollars’ worth of pro- 
duction contracts will inevitably 
have to be canceled in the light of 
changing or terminated military 
demands. 

Designed to expedite prompt 
settlement and reconversion of in- 
dustry, and incidentally to save 
millions of dollars by eliminating 
unnecessary military production, 
the program involves training of a 
competent staff of contracting of- 
ficers, and the education of indus- 
try so that contractors will be 
familiar with their responsibilities 
under the program. 

When the War Department of- 
ficially adopted the Baruch-Han- 
cock termination clause and its ac- 
companying “principles for the 
determination of cost,” the pro- 
gram moved into high gear, and a 
plan was presented for preparation 


Chelsea ‘Mystery’ 
Cleared by Stories 
of QM and Maker 


By WARREN L. BASSETT 


New York, Jan. 28.—The great 
“cigaret mystery” which caused 
much comment among the U. S. 
armed forces overseas last sum- 
mer, is a mystery no longer. 

The glut of Chelsea cigarets in 
Post Exchanges in England, in 
field ration kits and in Planters 
peanut cans in the South Pacific, 
was the direct result of U. S. 
Quartermaster General’s policy in 
forcing a price reduction by the 
leading brands, and the complete 
willingness of Larus & Brother 
Company, Richmond, Va., maker 
of Chelseas, Edgeworth pipe to- 
bacco and many other tobacco 
products, to cooperate with the 
Army not only on price but also in 
readjusting manufacturing opera- 
tions to produce and pack shorter 
cigarets which would fit into ration 
kits and cans. 

The story was told in some de- 
tail recently in Yank, official Army 
weekly, but ADVERTISING AGE has 
been able to get confirmation of 
additional information which, if 
known by the men overseas, 
would be highly enlightening. 


Will You Have Chelseas? 


First Army rumblings on the 
cigaret situation came from Eng- 
land when service men found that 
the leading brands had disap- 
peared from Post Exchange 
shelves, leaving them only a choice 
between Chelseas and more Chel- 
seas. Since brand addiction of the 
cigaret smoker is the basis of the 
industry, the resulting protests 
were loud enough to be heard not 
only all over England, but all over 
the United States as well. 

Now it is learned that the situa- 
tion was not of Chelsea’s choosing, 
and all sales to the Army were in 
open, competitive bidding backed 
by greater speed in adapting and 
packing its product to Army speci- 
fications. 

The Army maintained silence on 
the situation—and so did Chelsea 
—until recently when Col. L. C. 
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will sponsor a 15-minute variety 


Tuesdays through Fridays from 


the agency. 


Last Minute News Flashes 


Formica Insulation Expands 1944 Schedule 


Cincinnati, Jan. 28.—Expanded advertising through 1944, beginning 
soon, has been scheduled by Formica Insulation Company, manufac- 
turer of laminated plastics. Publications in the automotive, refrigera- 
tion, furniture, architectural, electronic, decorators’ and hotel and 
restaurant fields will be used, according to J. Roger White, vice-presi- 
dent in charge of sales and advertising. 


‘Post’ to Launch Program on the Blue Network 
Philadelphia, Jan. 28.—Beginning Feb. 8, The Saturday Evening Post 


Network. Entitled “The Listening Post,” the program will be aired 
Aveyard & Co. handles the account. 


Crown Fastener Campaign Courts Postwar Use 

New York, Jan. 28.—With the aim of stimulating postwar use of its 
double-action zipper, now diverted 100% to military requirements, 
Crown Fastener division of Spool Cotton Company has released its 
1944 schedule in a long list of business papers covering the luggage, 
canvas goods, aviation and rubber accessory fields. Monthly half-page 
insertions in Life, using humorous cartoons, will be directed to con- 
sumers, the first insertion appearing Jan. 31. 


California Wine Sales Names Erwin, Wasey 


San Francisco, Jan. 28.— California Wine Sales, Inc., agricultural 
cooperative association of more than 300 California grape and wine 
growers, has appointed Erwin, Wasey & Co. 
and marketing plans are being formulated. 


show over 65 stations of the Blue 


10:45 to 11 a. m. MacFarland, 


Kenyon & Eckhardt is 


Extensive advertising 


Big Boom in FM 
Broadcasting 
Seen After War 


5,000,000 Sets in 
First Postwar Year 
Is Prediction 


By IRVING GENATT 


New York, Jan. 28. — On the 
heels of policy statements by two 
of the four major networks agree- 
ing to make their programs avail- 
able for FM broadcasts, an impos- 
ing list of speakers, representing 
the nation’s top electronics manu- 
facturers, painted glowing pictures 
of FM’s future at the fifth annual 
meeting of FM Broadcasters, Inc., 
here this week. 

The two-day meeting was key- 
noted by confident predictions that 
postwar manufacture of FM equip- 
ment would reach unprecedented 
heights, paving the way for revo- 
lutionary developments affecting 
virtually every phase of the broad- 
casting industry. 

Scheduled as the first FMBI 
convention open to both members 
and non-members, the conference 
drew a record-breaking throng of 
more than 500. The gathering 
comprised all elements of broad- 
casting, AM, FM, ‘aa television, 
as well as a groGp of engineers 
who were here for the two-day 
technical meeting of the Institute 
of Radio Engineers. 

A pent-up demand for 25 mil- 
lion receivers representing a con- 
sumer expenditure of $750,000,000 
was estimated by one speaker, 
who added that at least 5,000,000 
of the new sets would be FM 
during the first full year of unre- 
stricted production, “provided 
other companies felt the same way 
about FM as my company.” 


Heavy Production Seen 


Asserting that FM will dominate 
General Electric Company’s prod- 
uct design and advertising pro- 
gram in the postwar period, C. R. 
Barhydt, commercial engineer on 
radio receivers, said G-E’s FM 
models produced under unrestrict- 
ed conditions will consist of ap- 
proximately 20% by units and 60% 
by dollar volume. 

“At the present time,” he said, 
“we are sponsoring on the air a 
15-minute news program six 
nights a week. Four nights are 
devoted to electronics and FM is 
featured on 50% of the programs. 
We started a national magazine 
program about 18 months ago 
which began with institutional ads. 
Every one of these ads mentions 
FM, with seven out of ten using 
FM as the fundamental theme.” 

Mr. Barhydt said all FM stations 
currently accepting commercial 
copy are being supplied with spot 
announcements plugging FM. Dur- 
ing 1944, he added, G-E is planning 
to spend 75% of its total electronic 
advertising budget, or $1,500,000, 
to tell the story of FM. 

In a message read to the meet- 
ing, President Roosevelt said: “The 
development of frequency modula- 
tion to the point where it affords 
the basis for a broader and im- 
proved broadcasting service to the 
people of this country represents 
another forward stride in the de- 
velopment of the highly useful art 
of radio. So long as our competent 
scientists in the radio industry are 
on the job, we can rest assured that 
this nation will continue to lead 


in the advance of this science 
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which is so vital to the country 
and to the world at large.” 

Bearing out the assertion of 
Norman D. Waters, president, 
American Television Society, made 
earlier this week that the FCC 
encourages FM because it will 
open the air waves to many more 
stations than AM can handle, and 
hence break up the so-called radio 
monopoly, James L. Fly, chairman 
of FCC, said: “We do want to en- 
courage FM in every way in its 
scientific developments and in a 
completely free enterprise. Ab- 
sence of restraining influences, 
monopolistic controls, will afford a 
healthy pasis for such develop- 
ments.” 

FM is of age, the commissioner 
declared, but hurry-up schemes 
and mass production which will 
get sets on the market, will do the 
industry no good and merely de- 
stroy or delay its progress. 

Citing the sale of 500,000 FM 
receivérs in the short period be- 
tween the date of commercializa- 
tion of FM and the war curtail- 
ment of their manufacture for 
civilian use, as indicative of a tre- 
mendous postwar development, 
Mr. Fly said that “what we must 
doubly assure ourselves against is 


such things as hasty manufactur- 
ing of cheap equipment on a quan- 
tity basis.” 


Maxon Makes Survey 


Preston R. Pumphrey, radio di- 
rector, Maxon, Inc., revealed that 
his agency had undertaken a sur- 
vey of the present ownership of 
FM sets with a view toward writ- 
ing good FM radio receiver copy 
for one of its clients, “looking for- 
ward to the day when our client 
would capitalize on his leadership 
in this field of radio manufacture.” 

A total of 2,857 letters was sent 
out, he said, with 936 returns re- 
ceived for a response of 32.8%. 
Results showed that in spite of the 
high cost of FM sets, executives 
and owners of businesses ac- 
counted for only 13.8% of those 
owning’ _ receivers. Professional 
class represented 19%, engineers 
and technicians 25%, with the 
largest group, 42.2%, being office 
workers, skilled laborers and other 
small miscellaneous classifications. 
Mr. Pumphrey brought out that a 
careful analysis of replies received 
from FM set owners showed (1) 
that by and large, owners are en- 
thusiastic about FM reception; (2) 
that they were led to buy in the 


first place by the superior tonal 
quality; (3) that the receivers 
have lived up to promises made 
for them. 

“We have found that the virtual 
elimination of static is a major 
factor which rises in importance 
wherever man-made static pre- 
sents a listening problem,” said 
Mr. Pumphrey. 

Lee McCanne, secretary and as- 
sistant general manager, Strom- 
berg-Carlson Company, said that 
FM means more to his company 
than any other manufacturer, 
pointing out that it has been in the 
field of engineering and telephonic 
communications for 50 years and 
that up until the war several hun- 
dred thousand dollars had been 
spent in advertising FM. 


Ready to Start Production 


Mr. McCanne_ reviewed his 
company’s activities, going back 
to the time it established its own 
radio station, WHAM, and the 
manufacture of an extensive line 
of AM-FM sets in 1939, which fea- 
tured push-button tuning. Declar- 
ing that Stromberg-Carlson is 
ready to resume manufacture of 
AM-FM receivers on a_ greater 
scale than when the war inter- 


WHO DO 


TIMELY— 
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REALISTIC— 
CONSTRUCTIVE 


April American Builder presents a realistic 
and after-war markets from a new point of 


tant subject assures a huge and keenly inter- 


ested audience for a strong presentation of 
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American Builder, Building Progress Issue. 
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Building Progress 
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Planning, Building, Specifying and Buying 


These Men will create and sell tomor- 
row's homes. They are the men who 
will put the "X" in "194X." They are 
your customers. 


DEDICATED TO THE BUILDER — 
KEY 10 BUILDING PROGRESS 


April American Builder presents actual plans 
for actual houses and commercial projects. It 
reports progress made by the nation’s builders 
— progress in subjects such as consumer market 
research, design, land use and layout, pre-cut- 
ting, prefabrication, kitchens and baths, plumb- 
ing, heating and electrical installations, pricing 
and estimating, commercial buildings, servant- 
less houses, promotion and selling, financing, 
distribution — with a special feature of sug- 
gested improvements proposed by these realistic 
and practical men. 


and constructive picture of after-war building 
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fered, and pointing out the ad- 
vantages of push-button control, 
which it will continue to feature, 
Mr. McCanne asserted that within 
90 days after restrictions are 
lifted, his company will have AM- 
FM receivers on the market. 

F. R. Lack, vice-president, 
Western Electric Company, said 
that during 1942-43 his company 
had delivered $129,000,000 worth 
of FM equipment to the armed 
forces, and that when the time 
comes, technical advances made in 
this field will be made available 
to consulting engineers. 

C. B. Jolliffe, chief engineer, 
Radio Corporation of America, 
harked back to prewar days when 
RCA had developed and was ready 
to put into application “some 
novel FM circuits,” which it ex- 
pects to incorporate in apparatus 
produced in the postwar period. 

As soon as civilian production 
is resumed, RCA plans to offer for 
sale a complete line of FM trans- 
mitters, which will meet all the 
technical requirements of the FCC, 
said Mr. Jolliffe. Pointing out that 
RCA’s research on FM is continu- 
ing, most of it related to the war 
effort and of a confidential or 
secret nature, he revealed that as 
one of the larger producers of 
home radio sets, RCA expects to 
offer for sale to the public FM re- 
ceivers of high quality design at 
reasonable prices. 


Crosley to Promote Sets 


R. C. Cosgrove, vice-president 
and general manager of the manu- 
facturing division, Crosley Corpo- 
ration, said that his company is 
planning to employ greater mer- 
chandising efforts for its line of 
FM receivers, adding that when 
peacetime manufacture is resumed 
Crosley will go into heavy produc- 
tion of FM sets. 

Arthur Freed, vice-president, 
Freed Radio Corporation, one of 
the smaller representative peace- 
time manufacturers of radio sets 
now engaged in war work, as- 
serted that his company was one 
of the first to devote almost all of 
its facilities to the manufacture of 
FM sets. 

An interesting sidelight regard- 
ing postwar construction of FM 
transmitters was expounded by 
Charles M. Siebroff of Radio En- 
gineering Laboratories, pioneer 
manufacturer of FM _ broadcast 
transmitters. 

Predicting that the postwar pe- 
riod will bring a tremendous in- 
crease in the number of FM sta- 
tions, Mr. Siebroff said it was his 
belief that many of these new 
broadcasters will not come from 
the ranks of the present AM 
group, but will constitute “the 
local banker, grocer, newspaper 
or what-have-you.” 


Has ‘Packaged’ Program 


“This new group will have to 
be catered to in an _ intelligent 
manner so that they will be guided 
in the right direction,’ Mr. Sie- 
broff said, adding that “along this 
line, Radio. Engineering Labora- 
tories has set up a program 
whereby the new broadcaster en- 
tering the field can obtain a com- 
plete ‘packaged’ FM broadcast sta- 
tion, low in cost and easy to erect 


$3,048,000,000» 


of Political Medicine Yearly in the United States 


HITS ‘POLITICAL MEDICINE’ — At. 
tacking proposed medical care by the 
government, members of the Vigo 
County Medical Society, Indiana, 
banded together to run this newspaper 
page defending private medical care, 


so that his community, which now 
lacks adequate, enjoyable and 
static free radio entertainment, 
will be properly taken care of.” 

Major Edwin H. Armstrong, in- 
ventor of FM, making one of the 
very few references by the con- 
vention speakers to television, as- 
serted “there need be no conflict 
between FM and television.” He 
said that the greatest service the 
FCC has rendered, both to the 
broadcasting industry and — 
alike, has been its acknowledg- 
ment of the tremendous implica- 
tions of FM. 


Panel Conducted 


The Thursday session was fea- 
tured by a round-table panel, par- 
ticipated in by Major Armstrong, 
C. M. Jensky Jr., technical ad- 
visor to FMBI, E. K. Jett, FCC 
chief engineer recently designated 
by the President to become an 
FCC commissioner, George Adair, 
FCC assistant chief engineer, 
Philip G. Loucks, Washington at- 
torney and counsel for FMBI, John 
Shepard III, president of the 
American Network, FM national 
network project, and Walter 
Damm, FMBI president, at which 
all technical aspects of FM were 
explored. 

Bell Laboratories have perfected 
a new phonograph disc which far 
surpasses present radio disc re- 
cordings in quality, which will be 
available for FM and AM stations 
alike, it was said. 

Radio relays may give the wire 
services a run for their money in 
transmitting programs in the fu- 
ture, Maj. Armstrong said. He has 
used radio relays up to a distance 
of 500 miles successfully, he re- 
ported. 

One speaker confidently pre- 
dicted FM receivers for automo- 
biles will be available in the 
future. 

All officers were reelected, in- 
cluding - Mr. Damm; _ Theodore 
Streibert, vice-president, and 
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there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
| offers advertisers a new and hight 


y responsive 


market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 


tion to cover 


Chicago completely, economi- 


cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 
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Product preference 


makes a new prospect ask for and an old 


customer insist on a specific product . . . is a universal 


advertising objective... 


—not advertising preference! 


Because if the prospect has to like your advertising, seek 


it out and pay attention to it . . . you use advertising the 


hard way, complicate your customer relationship and 


your selling schemes! 


Medium preference beats advertising preference . . . is 


7 something the advertiser doesn’t have to start, build or pay 


for. Medium preference is a straight line route! . . . Sunday 


comic sections represent the largest and strongest kind of 


media preference in existence . . . read by three out of four 


. adults and virtually all children—read regularly, at home, 
; on Sunday, every Sunday. And Metropolitan Group 
packages Sunday comics, makes a national medium for the 
national advertiser . . . with fortyrone major Sunday 
newspapers, 15,000,000 circulation reaching the better buying 
half of the homes in the whole national market... affording 
the highest assurance of advertising reception by the most 
people! . . . Large space unit, four colors, low cost. One 
order, one piece of copy, one bill! . . . Investigate the 


opportunity in... 


Metropolitan Group 
... the first national newspaper network 


Comic SECTION ADVERTISING in: Baltimore Sun * Boston Globe * Chicago Tribune + Cleveland Plain Dealer * Detroit News * New York News 


Philadelphia Inquirer + Pittsburgh Press * St. Louis Globe-Democrat + Washington Star * Des Moines Register * Milwaukee Journal 
Minneapolis Tribune . St. Paul Pioneer Press . ALTERNATES: Boston Herald * Detroit Free Press © * |= New York Herald Tribune 
St. Louis Post-Dispatch . Washington Post ° OPTIONAL ADDITIONS: Buffalo Courier-Express . Cincinnati Enquirer 
Columbus Dispatch Dallas News * New Orleans Times-Picayune-States * Omaha World-Herald Providence Journal 


Rochester Democrat & Chronicle . San Antonio Express . Springfield Union & Republican ° Syracuse Post-Standard 
METRO PACIFIC: Fresno Bee . Long Beach Press-Telegram ° Los Angeles Times . Oakland Tribune ° Oregon Journal 
Sacramento Bee + San Diego Union + San Francisco Chronicle + Seattle Times * Spokane Spokesman-Review * Tacoma News Tribune 


New York: 220 East 42nd Street @ Cricaco: Tribune Tower @ Detrorr: New Center Building @ SAN FRANCISCO: 155 Montgomery Street 
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WPB Issues New 


Glue Restrictions 


Washington, D. C., Jan. 27.— 
WPB officials declared today that 
the availability of substitute mate- 
rials will enable the printing and 
publishing industries to operate 
under new regulations restricting 
the use of animal glue without 
serious inconvenience. 

Because of the need for these 
animal glues for gaskets and 
abrasives such as sandpaper and 


emery boards, all essential for war 
production, a 20 to 35% reduction 
in their use in consumer items 
ranging from matches to soft 
drink bottle caps, rayon, furniture 
and books has been ordered. 
Adhesives, bookbinding, wood, 
paper and fiber containers, and 
cork products will be allowed 70% 
of the animal glue they used dur- 
ing the last six months of 1942 
and the first six of 1943. Gummed 
paper, tape, and printers’ rollers 
will be held to 80%; textiles will 
get 75%; paper and paper prod- 
ucts, except gum paper, tape and 


paper containers, 60%; woodwork- 
ing, other than containers, 60%; 


and other 
50%. 

With the exception of matches, 
WPB said, all civilian users will 
be able to get ample substitute 
materials to operate without re- 
duction in output. Officials blamed 
the shortage on a 30% reduction 
in the number of hides available. 


manufacturing only 


Bryner Joins Dell 

Jack Bryner has joined the east- 
ern sales staff of Dell Detective 
Group. 


To Form Own Business 


James E. O’Brien, Chicago dis- 
trict manager for Hiram Walker, 
Inc., for the past four years, has 
resigned, effective about Feb. 1, to 
open his own business as a whole- 
sale distributor of alcoholic bever- 
ages. 


Keller Joins Universal 


Harry Keller, formerly public 
relations director of Colgate-Palm- 
olive-Peet Company, has joined 
the publicity department of Uni- 


versal Pictures, New York. 


“Cant we start with a Pair of Capons ?” 


Of course you can, Mrs. Meadowbrooker, and with a pair of nest eggs to 
complete the illusion. But while you are engrossed in poultry, John is 
reading about those pole beans with the rich, nutty flavor—and thinking 
how aptly that description applies to one who is near and dear. We wish 
more people mapping out their Spring garden campaigns could see the 
FARM JOURNAL regularly. It would help them plan with wisdom 
and reap with profit. The paper shortage, however, holds us close to 
2,700,000 copies a month, and all of them go to prepaid rural subscribers. 


Under normal conditions, the FARM JOURNAL would now have 
passed the 3,000,000 mark. New circulation effort was given up long ago, 
but new subscriptions continue to pour in. Such spontaneous growth 


shows that the FARM JOURNAL performs a vital service for the in- 
telligent rural population. Read the current issue to see what the leader- 
ship of America’s largest rural magazine means—besides getting those in- 
side facts on the food situation that otherwise you’d only learn piecemeal 
and too late. 


Of the 
FIRST FOUR 


General Magazines 


ONE 


covers the rural market 


JOURNAL 


GRAHAM i 
PATTERSON, Publisher Washington Square, PHILADELPHIA 


Buy an EXTRA LOAF. for EXTRA Vetamins ¢ Minerals 


DRAMATIZES "ENRICHED" STORY— 
The American bnstitute of Baking js 
sponsoring a nationwide poster cam. 
paign to stimulate public interest in 
the nutritive value of enriched bread, 


National Poster 
Drive to Promote 
Enriched Bread 


Chicago, Jan. 25.—A nationwide 
poster campaign—hailed as prob- 
ably the greatest ever undertaken © 
in the food field—will be launched 
Feb. 14 to stimulate public interest 
in the increased nutritive value of 
enriched bread. 

A joint effort of the food and 
allied industries, the campaign is 
sponsored by the American Insti- 
tute of Baking. A series of six) 
full-color posters dramatizing the} 
enriched bread story will be re- 
leased at the rate of one every 
four weeks. Mere than a million 
copies will be released through 
food distributing and allied trade 
channels, including grocery stores, 
bakeries, delicatessens, super-mar-|_ 
kets, chain stores and other ave- 
nues. In all, about 20,000 retail 
outlets will be used. 

The posters, 16x 22 inches, are 
painted by well known artists and 
picture various members of a fam- 
ily engaged in different forms of 
work and civilian activities. Fol- 
lowing the advice of government 
authorities that the public increase 
substantially the consumption of © 
grain products, each poster carries © 
the slogan, “Buy an Extra Loaf— — 
for Extra Vitamins and Minerals.” 
Produced by Merck & Co., Rah- 
way, N. J., the posters will be} 
distributed by Standard Brands, 
Inc., New York. 

Commenting that the campaign 
should help materially to awaken 
people to the importance of en- 
riched bread, M. L. Wilson, chief 
of the nutrition program branch — 
of the Food Distribution Admin- 
istration, declared it is welcome as 
another evidence of effective co- 
operation by the food and allied 
industries in the national nutrition 
program. 


Sellin g To Women 
They're Young 
j Published by GIRL SCOUTS 
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225,000 ABC! 
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Pvt. Eve Curie Sounds a Call to Armas Our Hard-Hitting 


Not quite. But there sure was a crisis 
« at the Thomsons’ last Thursday. Mrs. Thomson made the 
| grievous error of throwing out the previous Sunday’s 
New York Times Magazine. And Mr. Thomson hadn’t finished reading it. 

Parts of it he had read, yes. Good background stuff about the 


war, first-hand stories wirelessed from battle fronts all over the world, discussions by experts of 


post-war plans and programs. But he hadn’t finished that cracker-jack personality sketch 
of General Eisenhower. And, by golly, he wanted to. 

You can’t blame him. For these intimate glimpses into the lives of the great—a regular 

feature of The Times Magazine—are a never-ending source of fascination. Take that 

close-up of Eve Curie that gave Mrs. Thomson such a lift. Who says woman’s place is 

in the home? And that peek at Katharine Hepburn at work. Sis cut it out and 

saved it. And Bud wore the ink off the piece about De Gaulle. Soldiering, 


of course, is his favorite subject at the moment. 


Every week—and all week long—The New York Times Magazine, covering as it does every 
interest bright-minded, modern people have in the world today, is “must” 
reading in hundreds of thousands of American homes. And a “must”, too, 


for advertising schedules both now and after the war. 


| The New York Magazine 


y CARRIED EXCLUSIVELY BY THE NEW YORK TIMES INTO MORE THAN 800,000 HOMES EVERY SUNDAY 
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Marketing Changes 


Outlined at 
Grocer Meetings 


Chicago, Jan. 27.—Grocers at- 
tending a series of meetings here 
this week were told that radical 
changes in transportation facili- 
ties ang other developments will 
change materially distribution and 
merchandising methods after the 
war, and that civilian food sup- 
plies, contrary to the expectations 
of some, will be tighter in 1944 


because of increased military 
needs and lend-lease require- 
ments. 


Meetings were conducted by the 


National American Wholesale Gro- 
cers Association, representative of 
some 2,000 wholesale food compa- 
nies; National Association of Re- 
tail Grocers, representative of in- 
dependent grocers, and its sub- 


sidiary, National Retail Grocers 
Secretaries Association; the Na- 
tional Retailer-Owned Grocers, an 
association of 102 wholesale com- 
panies owned by 21,000 retail gro- 
cers in 38 states; and the Coopera- 
tive Food Distributors of America. 

Changes envisaged by P. M. 
Brinker of Dallas, Tex., president 
of the National Association of Re- 
tail Grocers, included: (1) trans- 
portation of fresh foods in refrig- 
erated airplanes, with “fruits and 
vegetables picked in the morning 
on the West Coast being made 
available for eastern dinner tables 
that night”; (2) new methods of 
preparation of foods and new eat- 
ing habits adopted by service 
men now overseas; (3) replace- 


ment of wartime food “substi- 
tutes”; (4) appearance on postwar 
store shelves of dehydrated foods, 
compressed foods, pre-packaged 
meats, pre-packaged fresh fruits 
and vegetables, boned meats, and 
new lines of frozen items in home 
lockers and locker plants, and (6) 
presence of tremendous surpluses, 
particularly when the government 
disposes of food stocks it owns or 
controls. 


Postwar Plan Approved 


Warning that after the war the 
housewife will “expect brightness 
and cleanliness of the store—two 
items which have suffered during 
shortages of help,” Mr. Brinker 
added that “she will expect adver- 
tising to keep her apprised of the 
best buys of the week.” He pre- 
sented a postwar program which 
was adopted by the National Retail 
Grocers Secretaries Association. 
The plan emphasizes the need for 


the retail grocer to consider now 
(1) the aid he must give in re- 
building his community; (2) the 
public relations practices by which 
he not only wins but holds his 
customers; (3) the financial foun- 
dation which he should be estab- 
lishing in the midst of a sellers’ 
market; and (4) the store itself 
and its obligations. 

The industry, generally, favored 
continuance of price and food con- 
trols. The executive board of Nar- 
gus adopted a resolution asking 
that the present price control act, 
which expires June 30, 1944, be 
amended and strengthened if it is 
extended, suggesting insertion of 
a provision for judicial review by 
federal courts of all price regula- 
tions and the right of appeal to 
these courts. The National Re- 
tailer-Owned Grocers asserted that 
while “these controls have worked 
a hardship upon both the retailer 
and wholesaler, they are necessary 


I. DUE TIME, dear lady, you can 
thumb your exquisite little nose at 
wartime fashions and wartime 


substitutes in general. 


But first we must have peace. And, 
next, we must give industry at war 
an opportunity to become an in- 
dustry of peace. Then we shall have 
new and exciting things such as we 
have never seen before, but the 
change will be gradual — evolution, 
rather than revolution. 


For the manufacturer anticipat- 


ing a post-war market, the impor- 
tant centers of population, such as 
Philadelphia, offer the surest road 
to widespread influence in post-war 
buying. Philadelphia is in a par- 


reached by one newspaper. 


That newspaper is The Philadel- 
phia Evening Bulletin. The Bulletin 
reaches daily 4 out of 5 Philadelphia 


3: 


The shape of things to come 


ticularly advantageous position. It 
is one of the great markets — it is 


IN PHILADELPHIA — 
NEARLY EVERYBODY 
READS THE BULLETIN 


Buy more War Stamps from your newspaper boy 


families. It has a circulation in ex- 
cess of 600,000 — largest evening 
newspaper in America. It is the 
leading Philadelphia newspaper — 


has been for 39 consecutive years. 
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during the emergency if we are 
to prevent’ an inflationary periog 
that could reach the point of a 
major disaster if permitted to get 
beyond control.” 

Wholesale grocers face the pos. 
sibility of a slump in sales volume 
a decline in values of goods and 
consequent inventory losses jp 
1944 “if our hope for success op 
the war front is realized,” sajq 
R. B. Caywood, president of the 
National American Wholesale Gro. 
cers Association. He asserted that 
the disposal of surpluses at the 
end of the war poses a big prob- 
lem for grocers, and suggested 
that a government agency be 
established to accomplish the task. 

Norman Leon Gold, chief of the 
WFA civilian food requirements 
branch, told the group that despite 
widespread belief of the existence 
of large stocks of food and official 


reports of unusually large hold- 
ings in storage warehouses, there 
are only limited accumulations to 
meet enlarged military require- 
ments, expanding lend-lease and 
the needs for feeding people in 
liberated areas. 

“Victories on the military front 
are likely to increase rather than 
diminish pressure on food 


distribution. 
allocations were on tthe basis of 
14% to 15% for the military, 75% 
for civilians and 10% to 11% for 
the Allies. Last year the military 
took about 12%, he added. 


Campbell Soup Names 
3 Vice-Presidents 


Carl C. Austin, Harry F. Jones 
and Oliver G. Willits have been 
elected vice-presidents of Camp- 
bell Soup Company, Camden, N. J. 

Mr. Austin, sales manager of 
Campbell Sales Company since 
1911, will continue in charge of 
this division, and Harry F. Jones, 
advertising manager since 1916, 
will continue to direct all adver- 


lits is assistant to the president. 


HERE’S HOW 
TO GET “HEP” 


KGO takes pleasure in 


announcing the new stream- 
lined “Advertiser and Agency 
News.” This useful broadside 
is released every two weeks to 
keep advertisers informed of 
all new developments. You 
can’t cover the San Francisco 
Bay Area properly unless you 
know the picture at KGO, so 
if you’re not on our mailing 
list... advise us immediately. 
The San Francisco radio pic 
ture has changed. 


810 K.C. « 7500 WA 


Blue Network Company, It 


plies,” said M. L. Marshall, newly} 
named director of WFA’s office of 
He said 1944 food” 


tising for the company. Mr. Wil-| 
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DODO 


i THE Dopo no longer exists. It is extinct 
because it lost its ability to fly, its 


desire to “go places.’ Conversely, the 


‘o> 


eagle, symbol of America and _ its 
people, survives and thrives, because its desires flame 
more fiercely in times of strife and stress than they 


do in periods of peace and plenty. 


Unfortunately, the eagle isn’t emblematic of all 
Americans. We have our share of dodos, too . . . the 
many who have too little, the few who have more 
than enough. But, between these extremes we have 
the middle millions, the solid, sound, substantial 
men and women who, no matter how high they hope 
to soar, know they’ve got to scratch for a living, and, 
scratching, provide you with the most permanent 


and productive market for your products. 


To excite the eye of these aspirational millions 
with your advertising, to whet keen their desires for 
your products, to have them heed your call of 
commerce, use the happy medium to America’s 


middle millions, THE AMERICAN MAGAZINE. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 
250 PARK AVENUE, NEW YORK 17, N. Y. 


2, 

ERVICE OF THE NAT 
| THE HAPPY MEDIUM TO AME ‘ * & 
AMERICA’S MIDDLE MILLIONS 
= . 


Appoints Kelley 
Russell T. Kelley Ltd., Hamilton, 
Ont., has been named to handle 


the account of National Paper 
Goods Ltd., Hamilton. 


“May I suggest Breakfast at 
Sardi’s over WFDF Flint, at 11 
AM?” 


Freeze on Radio 
Construction 


Relaxed by FCC 


WPB Joins in New 
Policy; to Consider 
Applications 


Washington, D. C., Jan. 27.— 
Applications for new or expanded 
broadcast facilities will once more 
be considered under a procedure 
announced this week by the FCC 
and WPB, designed to open the 
way for stations which will “serve 
an outstanding national need” or 
promote “the national interest in 
the war effort.” 

While the two agencies warned 
that adoption of the procedure 
should not be interpreted as an in- 
vitation for the filing of applica- 
tions, it marked the end of a 
blanket freeze on construction or- 


dered by the FCC early in the war 
emergency. 

Under the new regulation, the 
FCC will consider applications for 
new or expanded facilities, and 
issue conditiomal grants if the ap- 
plication serves an outstanding 
public need or the national inter- 
est. Upon submission of written 
authorization from the WPB with- 
in 90 days, the FCC will issue the 
necessary construction permit. 

In issuing the order, the com- 
mission opened the way for the 
revival of some of the 69 FM ap- 
plications now resting in a sep- 
arate inactive file under the freeze 
orders of April 27, 1942 and Feb. 
23, 1943. Similarly, the way was 
open for early consideration of 
some of 16 television applications 
now in a separate file, and 300 
standard broadcast applications 
dismissed without prejudice under 
the April 27 freeze. 


Little Production Seen 


The new policy in regard to ap- 
plications was announced simulta- 
neously by the FCC and WPB, 
with both agencies pointing out 
that the large burden of the elec- 
tronics industry in meeting mili- 
tary needs would not allow more 


That artilleryman is stuffing paper 
leaflets into a shell. Presently there will be a 


weak explosion behind the enemy lines. Result 


— a shower of printed propaganda — probably 
“surrender tickets,” entitling holders to good 
food and safety in the allied lines. 


Tons of paper leaflets, news items, photo- 
graphs — millions of tiny booklets and minia- 
ture newspapers — are dropped day and night 
on enemy and occupied territory. 


Paper does the entire job. Radios are jammed, 
news channels blocked. Paper alone gets the 
morale-weakening truth to enemy fighters, gets 
the morale-building news to occupied lands. 


But this is only a fraction of what paper is 


doing to win the war. 


“See if it can be made of pulp or paper,” is the 
order that goes out in a manufacturing pinch. 


Very often, it can. Paper is even used at some 
bases for water mains. Waterproof paper hol- 
sters for rifles, paper camouflage, paper cloth- 
ing for flyers—paper is doing hundreds of jobs 
it never expected to do, and doing them well. 


Making a thousand miles of paper a day, as we 
do, we see new uses for paper and pulp de- 
veloping every day. We feel certain that in the 
future paper will not only hold most of its 
gains, but will create new work for itself in 
fresh fields of peacetime industry. 


Lets All Back the Attack with War Bonds 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17, N. Y. 


Mills at Rumford, Maine & West Carrollton, Ohio 
Western Sales Office: 35 E. Wacker Drive; Chicago 1, Illinois 


we 


than minimum essential produc- 
tion of additional equipment for 
new stations or expansion of old 
ones. 

WPB emphasized that its efforts 
are now being directed primarily 
to provide existing broadcasting 
stations with essential replacement 
equipment, such as microphones, 
turntables, audio amplifiers and re- 
cording equipment. Before such 
equipment is made available to 
new stations, existing stations must 
be serviced, WPB declared. 

Even when all the necessary 
equipment is available to complete 
the construction required under an 
application, WPB said, careful 
consideration of the case from the 
viewpoint of the national interest 
will be required. The agency ex- 
pressed concern over demands for 
labor, and materials which would 
aid the war effort or existing 
services. 

Although FCC has heretofore 
frozen radio construction, the com- 
mission would be unable to author- 
ize new construction even if it 
chose to do so, for WPB has 
adopted several limitation orders 
which would govern the installa- 
tion of new equipment. 

Among these orders are L-41, 
the general construction order, re- 
quiring WPB approval of all con- 
struction costing over $200; L-265, 
requiring the use of a WPB rating 
of A-1-A in the transfer of elec- 
tronic equipment; and several 
other orders, including regulations 
on the installation of power and 
telephone lines and the sale of 
copper. 


General Freeze Ordered 


The FCC adopted its first con- 
struction regulation on Feb. 24, 
1942, when it limited construction 
to areas where no primary service 
existed. Within two months a 
general freeze was ordered, with 
the commission proposing to dis- 
miss all standard FM, television 
and other applications in an in- 
active file so that they would be 
promptly reinstated when the 
equipment situation permitted. 

A slight relaxation of the freeze 
occurred on Aug. 11, 1943, when 
the FCC and WPB decided to re- 
lease low power transmitters for 
new 250 watt stations and for the 
increase in power from 100 watts 
to 250 watts where the national 
interest was served. Several 
grants have already been made 
under this ruling. 

While the electronics industry is 
still heavily burdened with mili- 
tary orders, with little prospect of 
cutbacks during 1944, the commis- 
sion is now actively working out 
policies to govern postwar wave 
length allocations and license 
grants. 

One important issue will be the 
role educational stations will play 
in radio. Five FM bands have al- 
ready been reserved for use of 
non-commercial educational sta- 
tions, and educators are now voic- 
ing demands for five to ten addi- 
tional bands, including relay 
frequencies to permit establish- 
ment of FM educational networks. 


Fly Issues Warning 


These demands have been 
voiced despite the fact that only 
six educational stations are now on 
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the air, an additional one author. 
ized, and only one application 
pending. Sudden interest of eqy. 
cators in FM may be traced to the 
approach of the period when cop. 
struction will begin again, and to 
a warning voiced recently by 
Chairman James L. Fly that edy. 
cators are moving in fast com pany, 
and that they must act quickly or 
risk the loss of their five channels. 

The commission has already dis. 
posed of two highly controversia] 
policy questions with its retreat on 
order 79A, the proposed ban on 
newspaper ownership, and _ the 
adoption of a regulation prohibit- 
ing ownership of more than one 
station in a primary area. 

The commission took the final 
step on newspaper ownership this 
week when it transmitted a 38- 
page summary of the 3,400-page 
record of the case to the Senate 
and House interstate commerce 
committees for their consideration, 

The summary pointed out that 
353 commercial radio stations were 
located in cities where there were 
no other stations and only one 
newspaper. Of these, 111 were in 
cities where the only station was 
associated with the only newspa- 
per, and in 58 of these cities no 
additional radio service measuring 
up to commission standards were 
available. 

The FCC also pointed out that 
while the number of cities with 
dailies increased from 1,402 to 1,- 
426 between 1930 and 1940, the 
number of cities with two or more 
dailies dropped from 286 to 195. 

The report showed that news- 
papers owned 11 of the 49 FM 
stations operating in June, 1941 
and that 10 of these 11 newspapers 
also owned standard stations, 
while the 11th FM station was li- 
censed to the controlling stock- 
holder of a newspaper. Of 61 
pending applications of that date, 
27 were newspaper associates, and 
16 of these involved newspapers 
which already operated standard 
stations. 

Few FM applications have been 
received since the freeze went into 
effect, although the New York 
Times filed an application for a 
station shortly after the newspaper 
ownership decision was published. 


Blue Network Opens 
Newspaper Drive 


Appropriating the largest adver- 
tising budget since its inception, 
the Blue Network has scheduled 
large-size space in newspapers in 
New York, Chicago and San Fran- 
cisco, where it owns stations, in 
addition to the campaign opened 
recently in national magazines 
(AA, Jan. 17). 

The campaign in general media 
is supplemental to regular busi- 
ness paper copy the Blue has been 
using, and will be given further 
support via the network’s own 
facilities. In addition, affiliates 
have been asked to run identical 
ads in local newspapers with their 
own call letters inserted, all of 
which will be augmented by a 
merchandising campaign in adver- 
tising and industry papers, backed 
by direct mail to advertisers and 
agencies. Geyer, Cornell & Newell, 


New York, is the agency. 
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No other publication (out of 


21,425) has ever essayed to 


duplicate or encroach upon 


the basic theme and formula 


| ONE OF THE 200.000 


".. . . One of my 
musts each week." 


von OF The United States News 


THE POSTWAR DOLLAR: 
WHAT WILL IT BE WORTH? 


The answer, stripped of all technical lan- 
guage, appeared in the lead article in the 
December 31 issue. 


How inflation and deflation come about 
and what both would mean to the indi- 
vidual’s pocketbook was explained in sim- 
ple terms. It was shown that the future 
value of the dollar depends upon the be- 
havior of the American people. What must 
the people do and what must they not do if 
they desire to keep the dollar sound? 


* 
Every week and week after week the im- 
portant news of national affairs is spot- 


analyzed in pictures, Pictograms and in 
simple English—clear, crisp, concise. 


Daniel W. Ashley, 
Vice President in charge of Advertising 


DEDICATED TO THE INTELLIGENT O F 


AMERICA *” 
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Named Ad Manager 


George R. Ashbey, with Nichol- 
son File Company, Providence 
R. I., since 1938, has been nam 
advertising manager. 


Big Copy Judging 
Contest Ends— 
with a Mystery 


Chicago, Jan. 27.—The Great 
Copy Judging Contest, in which 
ADVERTISING AGE readers attempted 
to pick the winners from the 12 
best 1943 advertisements of Inter- 
national Correspondence Schools, 
came to a near-close this week as 
Paul Barrett, director of advertis- 
ing for ICS, culled 100 winners 


EXECUTIVES ON REQUEST 


WILLIAM 
dvorlis’ 


from the batch of almost 300 cou- 
pons sent to him, and dispatched 
copies of “The Famous ICS Book 
of Business Tables” to each. 

But as in most contests, there 
were a few odds and ends to be 
disposed of. For example, one con- 
testant ranked all 12 of the adver- 
tisements in their proper order. 
This is surprising enough, but even 
more surprising was the fact that 
the contestant was “P. Barrett, 
Benjamin’s, Salisbury, Md.” As 
Paul Barrett reports: 

“T’ve been rubbing my eyes ever 
since I saw it! I think someone 
kinda put something over on us 
here. At any rate, I have put a 
local Dick Tracy on the case—and 
when, and if, I get anything tangi- 


ble, I’ll let you know.” 

Second place winners in the 
contest were Edmond I. Eger, 
Cruttenden & Eger, Chicago ad- 
vertising agency; and F. A. Wes- 
ton, publicity director, Rosenbaum 
Company, Pittsburgh. Fourteen 
contestants wound up in a tie for 
third place. They were: 

T. D. Browny, Scarsdale, N. Y.; 
Sgt. Walter A. Gilbert, Camp Fan- 
nin, Tex., who was formerly with 
J. Walter Thompson Company, 
Chicago; Will W. Zimmer, Roches- 
ter, N. Y.; L. J. F. Moore, Radio 
Advertising Company, New York; 
R. D. Wheeler, New York; L. Ren- 
baum, Samuel Mervois Company; 
Frank P. Rice, The Hensley Com- 
pany, Chicago; Robert I. Hochgraf, 
Midwest Farm Papers, New York; 


THE AUTOMOBILE 
TAKES BOW 


AND THAT’S WHERE 


7 Studies made by the U. S. Department of Com- 
; ‘. merce, the Bureau of Foreign and Domestic Com- 
merce, and others, are unanimous in their findings 
as to what will be the FIRST major purchase by the 
majority of average Americans once the war ends. 
You know the answer... 


. . AN AUTOMOBILE is “the winnah" over 
Estimates of the 
dollar value of this potential automobile market run 


p every other probable purchase. 


“WHAT THE 

FIRST THING YOU 
WILL BUY WHEN 
PEACE COMES?” 


DETROIT 


THIS POST-WAR PICTURE! 


from SIX to NINE BILLION DOLLARS. All of 
which aids mightily in assuring Detroit's well-being, 


in terms of post war income and employment. 


Here, in America's greatest industrial empire, 
The Detroit Free Press is the ONLY morning news- 
paper, serving a market of nearly three million peo- 
ple. Over 370,000 homes receive The Free Press 
every day—homes where spendability and buying 


intelligence blend for best results. 
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N. J. Hendershot, Rogers Diese] g 
Aircraft Corporation, New York; 
Harry Fromkes, advertising man. 
ager, City Title Insurance Com- 
pany, New York; Rhoda Sussman 
Lewis, Meyer Both Company, Chi- 
cago; Dowdal H. Davis, Kansas 
City, Mo.; William W. Mich: els, 
vice - president, First National 
Bank, Tulsa, Okla.; and W. R. 
Laughlin, Gano-Wilhelm-Laughlin 
Advertising, Houston. 

Winners of the remaining 83 
copies of the book were scattered 
from coast to coast, and repre- 
sented all types and kinds of busi- 
nesses. 

(Aside to Winner L. Renbaum: 
If your book doesn’t arrive, it’s 
your own fault. You didn’t bother 
to put your city on your entry, 
So let Mr. Barrett know where 
you are and he’ll come through.) 


Bureau Booklet 
Lauds Newspaper 
War-Effort Copy 


New York, Jan. 26.—Contribu- 
tions of the nation’s newspapers to 
the war effort have been summed 
up in a new folder, “. . . And Not 
Only the News,” prepared by the 
Bureau of Advertising of the 
American Newspaper Publishers 
Association, and issued to national 
advertisers and agencies. 
Showing how newspapers have 
pitched in to help the war effort, 
the booklet details the work of the 
press in promoting war loans, 
scrap salvage, informing consum- 
ers on rationing, as well as the 
special effort of newsboys in sell- 
ing the equivalent of 1,000,000,000 
ten-cent war savings stamps. 
Also reported is a long range of 
other projects, from fats salvage 
to civilian defense, food conserva- 
tion, war relief and price control, 
in which newspapers and news- 
paper advertising have played a 
major role. 


ONLY A.B.C. Diesel Magazines 
—— the Diesel industry is de- 

voting all its great engineering 
talents, manufacturing facilities 
and productive skills to making the 
Diesel engines needed to win the 
War. These engines are used in 
ships, tanks, trucks, locomotives 
and in power plants throughout the 
world; They are for the Army . . 
the Navy . . Lend Lease. 

The day the War is over new 
commercial vessels and pleasure 
craft will be in demand, War cre- 
ated deficiencies in power, industry 
and transportation must be elimi- 
nated. 

It will be the job of the Diesel 
industry to meet these demands by 
stepping from War-time production 
to Peace-time operation. Unlike 
most industries now 100% in War 
work, the Diesel industry will ex- 
perience no conversion delay—the 
Diesels used in winning the War 
today are the same, except for an- 
ticipated improvements, that will 
furnish cheap, reliable power to- 
morrow. 

Now is the time to become iden- 
tified with the Diesel ‘field in all 
its ramifications by advertising in 
the world’s only A.B.C. Diesel 
magazines 
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AMERICAN 
SYMBOL 


IN COMIC MAGAZINES! 


Twenty-five million comic magazines are sold every month. As the leading 
publishers in this field, we are naturally aware of a profound responsibility in 
thus speaking to a large segment of the American people . . . and we therefor 
follow a carefully-considered editorial program in each of the National Comics 


Group publications. 


Typical public-service feature is The Minute Man Answers the Call.” Drawing 
inspiration from the weather-scarred statue in historic Concord, the strip-con- 
tinuity or “comics” technique has given the Minute Man new life and strength 
...and meaning. The resulting four-page story set him moving from his pedestal, 
carries his significance through all American history, identifies him with today’s 
fight for freedom, makes him a dynamic, potent spokesman for the Fourth War 
Loan Drive! Once again, in these pages, the Minute Man lives, breathes and 


battles on! 


The above symbol appears on the cover 
of all the magazines of the National 
Comics Group. Through a long and in- 
tensive program of public education, it 
has come to identify the finest of comic 
magazines. Adults and young people 
alike welcome the high standards for 


It is clear that comic magazines with more than a third of the nation as readers, 
all garnered in a short decade, are full of signs and portents of greater things 
to come; the constructive power of this burgeoning medium is incalculable. 
The nineteen publications which constitute the National Comics Group represent 
a third of the circulation of the entire field... are read by practically everyone 
who reads any comic magazine! Herein lies significance whether you are sell- 
ing a principle or a product. 


which it stands. 


The four panels below, reduced in size and lacking color and con- 
tinuity are reprinted from the original story. If you would like the 
complete feature, we would be glad to send you a copy. 


WELL MAKE THiS SHOT ) 
HEARD ROUND 
THE WORLD,’ --— 
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ROM 
EARLIEST PIONEER DAYS, 
THE AMERICAN CITIZEN 
WAS READY TO DEFEND His 
COUNTRY AND HIS RIGHTS 
AT A MINUTES NOTICE .HE 
FOLLOWED THE PLOUGH 
WITH RIFLE SLUNG 
ACROSS HIS BACK! 
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"AGAIN, THE MEN, 
WOMEN AND CHILDREN OF 
AMERICA ARE BEING 

CALLED TO FIGHT 
FOR FREEDOM AND 
DEMOCRACY ! 

OUR ENEMIES THINK 
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COLD, DEAD METAL! 
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YOU 
THE SPIRIT OF AMERICA 


(N ALL OF YOU-- WORKING, 


LIVE FOREVER! ” 
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FAC T § about the readership 


of Comic Magazines 


Every third man (18-34) reads comic magazines . . . every fourth woman (18-34) 


reads comic magazines. . 


. nine out of ten boys and girls (8-18) read comic 


magazines .. . in fact, one out of three people of all ages read comic magazines! 
These and other significant, newsworthy facts are revealed in a recent study 
by Paul W. Stewart & Associates. This research group interviewed every other 
family in a typical test-tube city, Hudson, New York. We'll be glad to send you 


a copy of complete report. 
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Research in Transportation 


One of the best things that has 
happened to the transportation 
field is that its leaders are adopt- 
ing the same realistic attitude 
toward market facts as has been 
characteristic of successful compa- 
nies in manufacturing and distri- 
bution. Railroad, airline and other 
transportation services are now 
approaching their sales problems 
in the spirit of the modern mar- 
keter, who builds his development 
structure upon a sound foundation 
of factual information. 

In this issue of ADVERTISING AGE 
are two reports which emphasize 
what we believe is an exception- 
ally significant and healthy devel- 
opment in the transportation field 
from the standpoint of market re- 
search. The discussion of the cur- 
rent advertising and postwar plan- 
ning of the Pullman Company lays 
great stress upon the market as- 
pects of its situation, and George 
A. Kelly, vice-president in charge 
of advertising, emphasizes that 
engineering developments in the 
design of sleeping cars and the 
related program of sales expansion 
based on lower fares are the result 
of a careful study of the market. 

Railway Age published a passen- 
ger progress issue November 20, 
1943, in which leading railroad 
executives were quoted as to their 
plans for postwar changes and 


improvements in passenger serv- 
ice, and in many of these state- 
ments comments regarding the 
market and its probable response 
to lower fares and improved serv- 
ice showed clearly that the rail- 
road transportation field is fully 
awake to the necessity of studying 
markets scientifically and planning 
equipment, service and charges in 
relation to what is known about 
the market. 

William A. Patterson, president 
of United Air Lines, whose vigor- 
ous discussion of postwar problems 
of the air transportation field is 
likewise reported in this issue, laid 
great emphasis upon the approach 
which this leading company makes 
to its problems through market 
research. A well-staffed depart- 
ment devoted to the study of the 
market for air transportation sup- 
plies the company constantly with 
specific facts upon which it can 
base its planning intelligently. 

Market research is not the ex- 
clusive property of any type of 
company, and it is refreshing to 
see operators in service fields 
adopting the effective approach to 
marketing problems which has 
been so successful in product de- 
velopment. Efforts of this kind 
will not only pay dividends, but 
may prevent errors of policy which 
might prove extremely costly. 


Implications of FM 


Things are happening in the 
broadcasting field, as the current 
excitement over FM, television 
and other new forms of radio 
transmission suggests. From the 
advertising viewpoint, these devel- 
opments raise many questions. 
The advance of the broadcasting 
field will undoubtedly continue 
without regard tc commercial 
interests, such as advertising, and 
it will not be possible for adver- 
tisers to control technical progress 
any more than for the broadcast- 
ers themselves to stay the advance 
of this tremendous field of com- 
munications. But as the science 
unfolds and expands, the problems 
which it presents to advertisers 
will undoubtedly be numerous. 

With the development of FM, 
as well as television, to which it 
is closely related, there will un- 
doubtedly be more stations and 
more networks, and the result may 
well be more total listening but 
smaller audiences for individual 
programs and stations. Such a 
situation would increase the diffi- 
culties of the broadcast advertiser 
who is interested in over-all cover- 


age, by making it necessary to 
employ the greater variety of 
methods required to reach a maxi- 
mum number of listeners. New 
and perhaps more difficult pro- 
gram techniques may be required 
for FM broadcasting as for tele- 
vision, and the development of 
these techniques, as in most new 
fields, may be slow and painful. 

On the other hand, the speed 
with which FM, television and the 
other newer forms of radio broad- 
casting are developed commer- 
cially will depend upon their 
acceptance by the public in terms 
of set purchases. Until the num- 
ber of receivers capable of picking 
up new types of broadcasts ap- 
proaches that now available for 
standard AM broadcasts, present 
methods of reaching listeners will 
continue unchallenged. 

These new developments all be- 
long to the postwar future of 
radio, and they are coming. 
Whether we like them or not, we 
must begin planning now so that 
we shall be ready to make the 
most of whatever technical prog- 
ress radio may have to offer. 


—Chicago Market Daily 


"Watch me drive him crazy—lI'm a ventriloquist." 


Religion on the Air 


Anyone reading the list of ad- 
vertisers on the Mutual network, 
as listed in ADVERTISING AGE last 
week, must certainly come to two 
general conclusions: 1, That there 
is no dearth of religious program- 
ming in radio; and 2, That the 
country’s church mice may be as 
poor as they have so often been 
said to be, but some of the churches 
which house them are developing 
indications of big business. 

The largest buyer of time on 
Mutual during 1943 was Gospel 
Broadcasting Association, which 
spent $1,566,130 in this medium. 
The ninth largest Mutual time 
buyer was Lutheran Laymen’s 
League, which spent $477,729; 
tenth was the Voice of Prophecy, 
which spent $474,786. 

There were four other religious 
groups listed among Mutual’s 60 
network sponsors: Young People’s 
Church of the Air; Detroit Bible 
Class; Wesley Radio League; and 
People’s Church. These four, with 
the three mentioned above, ac- 
counted for a total of $3,367,268 of 
Mutual’s 1943 “national” business 


of $12,527,800—or 26.9% of the 
total! 
On individual radio stations, 


where no figures are available, 
there are indications that the same 
situation exists. As a matter of 
fact, the manager of a medium- 
size midwestern radio station told 
us the other day that his station 
could easily carry eight hours a 
day of sponsored religious pro- 
grams. It is the one classification, 
he said, in which it is necessary to 
fight off contracts in order to 
maintain some sort of balanced 
programming. 


Wants a Family Name 


The Logan Drinking Cup Di- 
vision of United States Envelope 
Company, Springfield, Mass., has 
a line of paper drinking cups, 
identified as Ajax, Aero, Colum- 
bian and Peerless. It wants a 
“surname” for the family, which 
will tie all four members of the 
line together. And in interesting 
fashion, it is asking admen on the 
promotion list of U. S. Envelope 
to help pick the new name. 

A letter from Eliot L. Wight, 
U. S. advertising manager, ex- 
plains the problem and requests a 
vote on five names recommended 
by employes of the company. “The 
family name,” Mr. Wight explains, 
“must be one which can be suit- 


ably used during the transition 


period 
present individual brand names. . . 
The name must defy mispronunci- 
ation when written, be easy to say, 
easy to remember; and in no way 
detract from the idea of a clean, 
crisp, convenient paper cup, filled 


in conjunction with the 


with cool, sparkling water. Ob- 
viously, the trade names Dixie and 
Tulip are excellent in all respects 
—and obviously, we are very 
anxious to select a name that will 
in no way conflict with these two 
well known competing brands, but 
which we hope will be as good.” 

The names suggested are Triton, 
Thriftee, Bonnie, Synthia and 
Coral. And personally, we don’t 
believe any of them is as good as 
Logan. 


Foreign Advertising 


Not only manufacturers but re- 
tailers are taking, in increasing 
numbers, to the publication of for- 
eign advertising on special occa- 
sions, hoping thereby to remind 
members of the armed forces from 
their localities that their home- 
town merchants wish them well. 
Maurice L. Rothschild, big men’s 
clothing retailer of Chicago, Min- 
neapolis and St. Paul, published 
holiday greetings to American 
soldiers and sailors in London 
papers, and Frankel Clothing 
Company, Des Moines, wished the 
boys well in newspapers in Lon- 
don, Sydney, Australia, and Ju- 
neau and Anchorage, Alaska. 


Jottings 

The Jan. 24 issue of the Daily 
Citizen, Holdrege, Neb., carried no 
advertising and no news! Instead, 
its pages were filled with the pic- 
tures of 553 of the 750 Phelps 
County men in the armed services. 
The sole headline read: “553 of 
the More Than 750 Reasons Why 
Phelps County People Should Buy 
More War Bonds.” . . 

And in Minneapolis, Snyder’s 
Drug Stores pushed the sale of 
bonds with an offer—no fooling— 
of free alarm clocks with the pur- 
chase of bonds size $100 or more. 

Belnap & Thompson, Chicago 
organization which used to do a 
big business in sales contests, has 
turned its talents, with consider- 
able success, to the employment 
front, with a dozen plants offering 
their personnel merchandise prizes 
through B&T for bringing in new 
employes. It’s the old story, they 
say, of merchandise prizes being 
far more attractive than money 
rewards. . . 
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The following documents May 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2277. 
Data. 


The reasons why Tampa and §$t. 
Petersburg, Fla., should be consid. 
ered as one market, metropolitan 
in scope and in sales potentials, 
are pointed out in this new study, 
issued by Theis & Simpson, na- 
tional representative of the St. 
Petersburg Independent and Times, 
Effective buying income, sales, and 
other market data are reported, 
with information on newspaper 
coverage. 


St. Petersburg Market 


No. 2278. Tonnage at the Lowest 
Cost. 


The story of the Hillman Wo- 
men’s Group—Real Story, Real 
Romances and Movieland—is told 
in this brochure issued by the 
group. Editorial policies, an analy- 
sis of readership by age groups 
and income and a circulation re- 
port are included in the material. 


No. 2279. Pointers on Packaging 
for Air Express. 


Railway Express Agency has 
issued this small folder, which is 
cut in the shape of a packing case, 
containing some helpful sugges- 
tions on packing for shipment by 
air express. 


No. 2280. Chain Store Fountain- 
Restaurant Market Study. 


Information on the chain drug, 
chain variety fountain and chain 
restaurant fields is given in this 
new study issued by Chain Store 
Age. Tables show food consump- 
tion by chains, store equipment 
and construction data, information 
on chain store fountain merchan- 
dising methods and an analysis of 
the postwar fountain - restaurant 
market. 


No. 2281. Selling to and Through 
the Movies. 


The Modern Theater section of 
Boxoffice has issued this brochure, 
giving a wealth of facts and fig- 
ures on the motion picture indus- 
try, and a description of the mod- 
ern cinema as a place of exhibition 
for manufacturers’ products, with 
a list of products adaptable for 
such exhibitions. It also tells of 
the publication’s plan for mer- 
chandising through the movies. 


No. 2229. Targets for an Editor. 
The Saturday Evening Post has 
issued this report on editorial 
progress based on every-other- 
week readership surveys conducted 
since 1941 by the Curtis Public 
Opinion Division. The report uses 
the “editorial hit” as a yardstick, 
which is described as a story or 
article completely read by a num- 
ber exceeding a standard estab- 
lished by the Post in 1941. The 
new report, which follows last 
February’s outlining changes 
planned by Ben Hibbs when he 
became editor, shows percentage 
gains in the number of new edi- 
torial hits in the new Post. 


No. 2207. Democratic Leadership 
in Total War. 

In this booklet, Time reprints 
verbatim a speech made by Ed- 
ward L. Bernays, public relations 
counsel, in which he names 25 of 
the “most influential leaders of 
the country.” Widened margins 
on several pages of the booklet 
reproduce the pictures of these 
25, with the information that 22 
of them are regular readers of the 
magazine. 
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Ads Ask Public 
for New Ideas, 
Products, Gadgets 


Chicago, Jan. 25.— Test adver- 
tisements appealing directly to the 
public to submit ideas for new 
products, gadgets, mechanical de- 
vices, processes, methods, etc. were 
scheduled to run this week in five 
widely separated cities by Morton 
Mfe. Company, maker of building 
and material steel products and 
railway appliances. 

The company, convinced that 
many persons not having access to 
employe suggestion systems can 
contribute important ideas for 
postwar use in business and in- 
dustry, invited them to send such 
ideas to its newly established Na- 
tion-Wide Bureau of Ideas. Copy 
explains that the Bureau of Ideas 
will serve as a clearing house for 


put originators of worth while, use- 
ful suggestions in touch with com- 
panies or individuals who may be 
potential buyers. The bureau will 
handle none of the financial de- 
tails. 

Selected to carry advertisements 
were the Beacon, Wichita, Kan., 
Courier - Express, Buffalo; Press- 
Register, Mobile, Ala.; Times, 
Hartford, Conn., and Transcript- 
Star, Peoria, Ill. 


Encourages Inventiveness 


Offering “people with ideas a 
chance to find out what your ideas 
are worth,” copy points out: 

“At some time or other, you 
have probably thought up an idea 
which seemed pretty good to you. 
Maybe it was a gadget to make 
housework easier; perhaps a better 
system or method to get your 
work at the office or the shop done 


SPOT 
BROADCASTING 
SHOULD BE 
CALLED "HOT" 
BROADCASTING— 
IT'S HOT FOR 
BUILDING SALES! 


Exclusive 
National 
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ond WRIGHT-SONOVOX, Inc. 
For latest radio information, call 


FREE & PETERS, lnc. 


Pioneer Radio Station Representatives 
Since May 19382 


CHICAGO: 180 Ne. Michigan....... Franklin 6373 
NEW YORK: 444 Madison Ave......Plaza 5-4130 
ATLANTA: 822 Palmer Bidg.......... Main 5667 
SAN FRANCISCO: 111 Sutter........ Sutter 4353 


faster; or it may have been a new 
type of package for salt, sugar, 
etc.; or an advertising or selling 
scheme. 

“Here’s the point. Many such 
good ideas are wasted because 
people don’t know what to do 
about them. That’s where the Na- 
tion-Wide Bureau of Ideas comes 
in, to help prevent the waste of 
useful ideas. At absolutely no cost 
to you, either now or later, the 
Nation-Wide Bureau of Ideas will 
try to put you in touch with some- 
one who may want to buy your 
idea. This is not a contest and 


there is no price list or closing 
date. It’s simply the opportunity 
for which handy people who can 
figure out better ways of doing 
things have long waited.” 

Copy declares that the Morton 
Mfg. Company has had more than 
15 years’ experience with “think- 
ing up” activities and that its 
Morton Method is a professional 
suggestion system for employes, 
“now used in thousands of plants 
and offices.” The suggestions sub- 
mitted to the Nation-Wide Bureau 
of Ideas will be described to sub- 
scribers of the Morton Method in 


monthly bulletins, it was ex- 
plained. Details which interest any 
subscriber are to be obtained by 
him directly from-the idea’s origi- 
nator, with whom the Bureau puts 
him in touch. 

“If this venture works out only 
a fraction as well as has the Mor- 
ton Method in business and in- 
dustry, it will create thousands of 
jobs in American industry,” as- 
serted Charles D. Morton, presi- 
dent of the company. “Our 15 
years’ experience in the idea busi- 
ness has taught us that worth- 
while, useful ideas are likely to 


13 


pop up anywhere. It has also 
demonstrated that no one group of 
people or type of person has a mo- 
nopoly on the talent for thinking 
up better ways of doing things.” 

The Morton account is handled 
by the Chicago office of Spencer 
W. Curtiss, Inc. 


Pekor Joins CBS 

Charles F. Pekor Jr., for the 
past seven years with NBC in New 
York, and at one time advertising 
and publicity director for the 
Knott Hotel chain, has joined the 
press information staff of CBS. 


HOLLY OOD: 1512 N. Gordon St..Gladstone 3949 


You have many 


things 
say 
management- 
men. 


And one best 


place 
soy 


There is areconversion in advertising com- 


ing which will be every bit as important as 


the reconversion of production and distri- 


bution facilities to peacetime operation. 


From the patriotic wartime tasks of sell- 


ing bonds, promoting salvage and con- 


servation programs, spotlighting wartime 


achievements and keeping alive a recog- 


nition of product and company identity, 


advertising will return to the tasks of devel- 


oping receptive markets, promoting low 


cost distribution, selling goods. 


You have many things to say to the men 


who manage the business of America. 


-base of Management's Decisions 


Business Week is the only news magazine today which is 


all business; its editors all business writers: its readers all 


business men. 


It is sold only by subscription and only to management- 


men —as a business service. 


You can reach more management-men per advertising 
dollar through Business Week than through any other gen- 
eral business magazine, news weekly or general magazine 
of any kind. (The proof? Up-to-date research into the 
reading habits of management-men.) 
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the New Post 


Post writer, E. J. Kahn, Jr., gets the docu- 


mented picture of the actual entry of Ameri- 
can soldiers into this war. Related by a boy 


from Big Rapids, Michigan, who was there. 
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Chicago. 


goods division, 


Joins Katzinger 

Walter M. Rosenthal, formerly 
chief of the cutlery and silverware 
unit in the consumers durable 
WPB, has been 
named divisional sales manager of 
the Edward Katzinger Company, 


Names Reiss Agency 


Sweet-Orr & Co., New York, 
manufacturer of men’s work 
clothes, has appointed Reiss Ad- 
vertising, New York, to handle its 
account. A market study is being 
made preparatory to launching an 
advertising campaign. 


CENTRAL OHW0'S ONLY CBS OUTLET. 
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Patterson Predicts 
400% Gain in Air 
Transport Volume 


Chicago, Jan. 26.—While realis- 
tic forecasts of the future of air 
transportation, based on careful 
and painstaking market research, 
eliminate many of the fantastic 
prophecies which are current to- 
day, the industry can look for a 
400% increase in volume in the 
five years following the war, Wil- 
liam A. Patterson, president of 
United Air Lines, told the Chicago 
Federated Advertising Club today. 

“We believe that a business five 
times as great as was done in the 
best prewar year will be devel- 
oped in the five-year period fol- 
lowing the close of hostilities,’ Mr. 
Patterson said. “This will mean 
that in our case we may realize a 
volume of $100,000,000 a year, 
compared with $18,000,000 in 1941, 


with a corresponding increase in 
equipment and personnel. 

“However, our market research 
work, which is conducted by a 
staff of 15, and which is intended 
to arm us with facts as a basis for 
looking into the future, shows that 
we cannot expect to replace rail- 
roads and steamship lines. Air- 
lines do not offer a mass transpor- 
tation facility. They provide serv- 
ice for the people in the $5,000 
and over income brackets, and our 
field is the long-haul, Pullman car 
type of business. 


Primarily for Valuables 


“Even if we reduce rates sub- 
stantially, as we expect to do, we 
cannot compete with other trans- 
portation services on the basis of 
cost. Our present rate averages 5.6 
cents per mile, and while we ex- 
pect to reduce this postwar to 4 
cents, this is still a long way from 
the rate which the rail passenger 
enjoys today. In the field of cargo 
transport, costs for air transpor- 
tation are from 20 to 30 times as 
great as are available by freight 
train or steamship, and conse- 
quently our service will be used 
primarily in transporting articles 


FROM OFFICE WORKER to aviation cadet is a terrific wrench for 
thousands of boys. Parade picked a typical bo 
follow his career in picture-stories, some alre 
others scheduled for future issues. 


and decided to 
y published, and 


A DETAILED scenario was planned. Beginning with his office 
routine, the first story took the boy through his anxious period 
of waiting for orders to report. Every photograph, every pose, 
every situation was pre-edited, to help tell the story. 


PARADE PICTURE-STORIES always have the living quality 
of individual people in action—the living quality people 
expect when they pick up each issue. 
Parade’s editorial methods next month. 


TECHNIQUE of pre-editing 
picture-stories has made it the best-read 
national magazine section—as proven by 
independent reader surveys. Ask us to 
show them to you. 


As the best-read section of the Sunday 
paper next to the front news section, Parade 
offers an outstanding medium for your ad- 
vertising. Space still available. Circulation 
2,000,000. Below — read how Parade’s 
picture-story technique works. 


ore about 
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of nigh intrinsic value or to make 
emergency deliveries where cost is 
not the primary factor.” 

Mr. Patterson likewise predicteg 
that ideas of a vast internationa] 
and transoceanic passenger move. 
ment by air after the war wil) 
probably not be realized. He saiq 
that traffic over the North Atlantic, 
which represented 50% of inter. 
national travel before the war, 
would not involve more than 1,000 
passengers a day. 

Mr. Patterson believes that it is 
a mistake for all American airlines 
to try to get into the international 
field, and that one company should 
be chosen as the instrument for 
carrying the American flag over- 
seas. Otherwise, he predicted, the 
competitive situation will be such 
that American air transport in the 
foreign field will fall behind gov- 
ernment-owned companies oper- 
ated by foreign countries, all of 
which will expect and receive re- 
ciprocal landing privileges in the 
United States. 

Dealing with the possibility of 
improving planes after the war, 
Mr. Patterson said that only in ra- 
dio and radar is there a possibility 
of adapting wartime improve- 
ments. The Douglas D-4, built in 
1939, remains the best transport 
plane, he said, and will be pur- 
chased by United when conditions 
permit. He dismissed the helicop- 
ter as an interesting design which 
still has to be developed far be- 
yond the present stage before it 
becomes practicable, and even then 
vast redesigned reconstruction of 
cities will be necessary to make it 
available for general use. 

“T am not a bear on the future 
of air transport,” Mr. Patterson 
said. “On the contrary, I think 
that a great expansion of air facili- 
ties after the war is certain. But 
it is unwise to dream about the fu- 
ture without having facts on which 
to base predictions. Thus we do 
not go along with the more fantas- 
tic pictures of air flight in the im- 
mediate postwar future which are 
so popular today.” 

Following his talk Mr. Patterson 
announced that United Air Lines 
has set up a fellowship at the Uni- 
versity of Chicago to be devoted 
to the study of the social and eco- 
nomic effects of air transportation. 
The results of research in this field 
will be published independently by 
the university. 


Film Tells Radio Story 


A motion picture, “On the Air— 
The Story of Radio Broadcasting,” 
produced by Westinghouse Radio 
Stations, Inc., traces the 23-year 
history of broadcasting, beginning 
with Station KDKA. It will be 
distributed without charge to 
churches, schools, clubs and asso- 
ciations throughout the country. 


Drug 
Sales 


in 16 Midwestern 
Metropolitan Districts* 


1. Chicago .. . $76,879,000 
2. St. Louis . 19,630,000 
3. Kansas City . 17,583,000 
4. Omaha 5,376,000 
5. Des Moines . 3,829,000 
2,576,000 
7. TRI-CITIES .. 2,457,000 
8. St. Joseph, Mo... 2,108,000 
9. Springfield, Ill. .... 1.91! 000 
10. Cedar Rapids, lowa 1,891 000 
Il. Lincoln, Neb. .. 1,733,000 
12. Springfield, Mo. 1,697,000 
13. Sioux City, lowa. 1,627,000 
14. Rockford, Ill. .. 1,570,000 
15. Waterloo, lowa 1,263,000 
16. Decatur, Ill. . 1,066,000 


*1940 CENSUS 


More than 200,000 people shopping the drug 
stores of the Tri-Cities: Rock Island, Moline 
and Davenport plus 8 other cities and towns 
in this Metropolitan District will buy your 
products if you use— 


WHBF 


5000 WATTS 1279 KC 
BASIC MUTUAL NETWOR! 
Affiliate: Rock Island ARGU 
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Bridgeport Sunday Post New Bedford St: 
Denver Rocky Portland (Me.) Sunday Telegram 
Detroit Free Press Syracuse Herald-American 
EIPasoTimes Times 
Howard H. Witsen Co., Net. Representat: °* 


Painted for McCall's by Alexander Brook 


The strength of America at war lies in the 
moral and physical strength of its youth. 
America’s hope for the future rests on 
the ideals and character developed in the 
children of today. 


* * * 
While men make and enforce the laws, it is 
the women who guide the children. For the 


child acquires the foundation of his character 


in the early, formative years...and, mainly 
at his mother’s knee. The high readership 
of McCall’s articles on the care and guidance 
of the young is evidence of the American 


woman’s keen awareness of this—her deep, 


Because the American woman’s interests and 
responsibilities are different from the man’s, 
her reading interests are obviously different. 
That is why no other magazines published 
can approach women’s magazines in their 
interest to women. It is why McCALL’S 
MAGAZINE has become a reading “habit” 


with one American Woman out of every five. 


McCall’ s—three magazines in one 
Serving the triple interests of the American W oman 


Her Heart—Her Home — Herself 


AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN ge 
: 
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Reveal Benton 
Owns Majority of 


Britannica Stock 


Chicago, Jan. 26.—William B. 
Benton, former agency man who 
is now vice-president of the Uni- 
versity of Chicago, and chairman 


of Encyclopedia Britannica, Inc., 
owns two-thirds of the common 
stock of Britannica, the subsidiary 
of the university which was 
formed to take over the business 
given to it by Sears, Roebuck & 
Co. last year. This was revealed 
in the annual report of President 
Robert Maynard Hutchins, who 
said: 

“The trustees were unwilling to 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL WINNIPEG 


KNOWS 
J. J, GIBBONS LTD. 


SAY STREET. - TORONTO 


REGINA 


CANADA 


MERCHANDISING 


CALGARY EOMONTON VANCOUVER 


put any of the endowment or free 
funds of the university into the 
Britannica. Mr. Benton finally 
became so _ interested that he 
offered to provide the working 
capital himself. He was _ given 
two-thirds of the common stock of 
the corporation, the university re- 
taining the preferred stock. Mr. 
Benton gave the university an 
option to purchase half his stock 
at cost after 18 months, and a fur- 
ther option on the balance of his 
stock at his death.” 

Encyclopedia Britannica, Inc., 
has seven directors, of whom three 
are university trustees. Its future 


printings, it is announced, will 
carry on the title pages, “Edited 
with the advice of the faculties of 
the University of Chicago.” Fac- 
ulty committees have been organ- 
ized to act in this advisory capac- 
ity for the encyclopedia and Brit- 
annica Junior. 

It is estimated in some quarters 
that the university’s receipts from 
Britannica, Inc., may run as high 
as $150,000 this year. 


Reibel Agency Moves 
Bertram Reibel Advertising 

Agency has moved to 165 W. 

Wacker Dr., Chicago 1, Suite 1654. 


POWER ... and plenty 
brightens 


Because it offers a 


America’s lowest-cost electric power, 
the Tacoma area ranks high on the list 
of post-war “bright spots” for industry 
— and for advertisers. * * * To Ta- 
coma’s famed municipal system, huge 
in its own right, add the greatness of 
Grand Coulee and Bonneville — all 
three forming a gigantic power “grid.” 
Ultimate capacity totals 3,377,- 
400 kilowatts, and even further devel- 


vast supply of 


opment is planned. * * * Power — 
plenty of power — plus strategic loca- 


tion in respect to 


raw materials, 


climate, shipping. These advantages 
bring Tacoma an ever-widening list of 


electro-chemical, 


electro-metallurgical 


and other basic industries. * * * These 
same advantages spell opportunity for 
advertisers who cultivate a market so 
rich in present and post-war potentials. 


Tacoma, Washington’s Second 
Market, is an integral part of the 
state’s 
Western Washington you'll find 
14% of the state’s effective buy- 
ing income, 73% of the state’s 
population, 71% 
sales, 86% of the industrial pay- 
roll. It’s more than a “one-city” 
market — and to cover it ade- 
quately you need the Tacoma 
News Tribune’s dominant, con- 
centrated circulation. 
facts. Any Lorenzen & Thomp- 
son representative will gladly 
supply them. 


“10%-Plus” region. In 


of the retail 


Get the 


TACOMA, WASHINGTON 


Lorenzen & Thompson, Inc. 
National Representatives 
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LaGuardia Views 
Plan for Postwar 


Fashion Center 


New York, Jan. 26.— Recom- 
mendations for the construction 
of a huge War Memorial and 
World Fashion Center, which 
would also include a convention 
and exposition hall, helicopter and 
bus terminal, opera house, and 
school of industrial art, were 
placed before Mayor LaGuardia 
here this week by a group of busi- 
ness, labor and civic leaders. 

Based on results of an exhaus- 
tive survey outlining the needs for 
such an undertaking and propos- 
ing a selection of ten sites for the 
gigantic structure, Grover A, 
Whalen, head of a committee ap- 
pointed by the mayor last August 
to investigate the matter, placed 
prospective cost of sites proposed 
at from $89,000,000 to $126,000,000, 


City’s No. 1 Project 


Because the manufacture of ap- 
parel is a billion-dollar business 
here and provides 43% of the total 
industrial employment in the city, 
Mr. Whalen said the building of a 
World Fashion Center should be 
New York City’s No. 1 postwar 
project. Two out of every five 
persons engaged in manufacturing 
here are employed in the apparel 
industry, the survey showed. 

Since its main purpose would be 
fashion creation, presentation and 
promotion, and buying and sell- 
ing, Mr. Whalen said there would 
be no factories in the proposed 
center, which would be a self- 
liquidating enterprise. 

He stressed the fact that the 
proposal is only tentative, because 
none of the suggested ten sites has 
been acquired. One site would 
have the Empire State building as 
its axis and would cost $106,000,000. 

While Mayor LaGuardia’s initial 
reaction to the recommendations 
was favorable, he said he would 
prefer that financing of the project 
be handled by a special corpora- 
tion created by the legislature 
rather than by an authority, as 
suggested by the committee. 


THE ARMY'S FAMED 
"BAZOOKA" 


Can Be Carried and Operated 
by Two Soldiers—But It's 


POWERFUL 


Enough to Blow Up a Mighty 
Armored Tank. 


Just another way of saying that size 
is not always a measure of effective- 
ness. 

- 30 Newspapers Represented in 
the 


MICHIGAN LEAGUE 
OF HOME DAILIES 


Make No Claims of Mere Bigness— 
But Do Claim GREATNESS when 
measured by RESULTS. 


Populations and circulations are both 
up in these busy Michigan towns. 
Never have these home town evening 
papers been as widely and thoroughly 
read as they are today. Even small 
space ads command attention of 
readers who do their buying through 
the columns of their Home Daily 
paper. For information phone or write 


SCHEERER & CO. 
Chicago, | New York, 17 


35E.WackerDrive 441 Lexington Ave. 
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HAVE YOU A STOCKROOM FULL 
OF OLD ADVERTISING MATERIAL 
WHICH WILL NEVER BE USED? 


Thousands of advertisers have accumu- 
lated large quantities of old displays, 
cartons, advertising pieces and other 
promotional material that they will 
never use again. Probably it has never 
even occurred to you that you've been 
hoarding waste paper and paperboard 
scrap that Uncle Sam needs desperately 
to carry on the war — for food and am- 
munition containers and a thousand 
and one weapons of war for whose 
manufacture used paper is a vital 
necessity. 


Your nation needs over 8,000,000 tons of 
salvaged paper in 1944. In spite of all 
the public has been able to do, we are 
far short of the mark. We MUST make 
up the difference. Do YOUR share — 
find out NOW what you have on hand 
..- and TURN IT IN. 


Get that cardboard skeleton out 
of your closet! Sell every avail- 
able pound without delay! 


EVERY MONTH, for the WAR EFFORT 


4000 
CARLOADS 


OF OUTMODED DISPLAYS and 
ADVERTISING MATERIAL... . 


Check your storeroom, warehouse 
and distributors for old DISPLAYS, 
CARTONS, SIGNS, CUT-OUTS, CALEN- 
DARS, CATALOGS, FOLDERS and 
OTHER ADVERTISING MATERIAL. 


BOUND COUNTS! SALVAGE You, 
THIS SPACE CONTRIBUTED TO THE WAR EFFORT BY 
SERVING AMERICA’S ADVERTISERS SINCE 1905 = 


This department is a reader’s forum. Letters are welcome. 


maiden’s prayer” as a yardstick 
for measuring traffic circulation in 


Advertising Age, January 31. 194 


paid the first instalment on a de-| determination to keep on earnip 
crepit business, borrowed petty | the good will of our customers ang 
cash to carry on transactions and 
went to work. Today we have the ee 
best known drug business in 
Lambton County and are enjoying 
real confidence from our custom -| 

ers. 

We can testify that advertising 
backed by good merchandise and 
honest dealing really pays. 

WILLIAM E. BurcIis, 

Burgis Drug Store, Oil Springs, 

Ont., Can. 


IC Campaign Set 
to ‘Influence People’ 


To the Editor: The Illinois Cen- 
tral has carried on a continuous 
campaign of institutional advertis- 
ing in on-line newspapers since 
1920. The over-all objective of 
this advertising has been, using 
the words Dale Carnegie made 
famous, “to win friends and influ-| 
ence people” for the Illinois Cen- 
tral. - neighbors in the years to come 

For our 1944 series in this|after the war is won. 
advertising campaign we have Enclosed is a reprint of the first 
decided to tell about the “home| advertisement in this new series. 
folks” who make up the Illinois J. L. BEVEN, 
Central organization, their contri-| President, Illinois Central 
butions to the war effort, and their System. 


DS IN CeuTast— all towns and cities in the U. S. 
| Bebe | | | Bife | Se | Advertisin Compan Ama- 
“tan [2000 | 200 | foc [Bene | measured circulations not only of 
9 | | sore | bee (pee | theo cS newspapers but other important 
ONY (ax) Testifies That Ads Pay 
| tock, To the Editor: I was_inter- 
trv be Globe & Mail of your recent plug 
€ 4 mov. 1")  |for him in your paper, so thought 
you might like to see a copy of 
Sait 


A GOOD JOB—This analysis of scores in the International Correspondence 


Schools contest, by Charles R. Sharp, 


job of ranking the ads, Mr. Sharp says. 


Defends Admen’s Score 


To the Editor: Contrary to your 
headline, “Admen Do Poor Job of 
Ranking Leading ICS Ads of 1943,” 
a little study of the figures you 
present indicates rather conclu- 
sively that your average adman 
does a pretty good job of ranking 
such ads, 

As a matter of fact, the average 
of all entries was 75.5% accurate, 
using the fairest possible weight- 
ing of the figures. This despite 
the complete absence of informa- 
tion about media used, timing of 
ads, and much other very perti- 
nent data affecting their pulling 
power. Based on batting averages 
in other fields, being 75.5% right 
under such conditions hardly 
classifies as a poor job. 

By using the ICS Index of 
Enrollment as the point value for 
each place, and multiplying the 
number of choices made by en- 
trants by the point value, it is a 
relatively simple matter to arrive 
at the total point value given to 
each ad by all entrants. 

The figures are summarized on 
the attached sheets. 

In view of this analysis, I be- 
lieve the average entrant who 
went through this chore is to be 
congratulated on the high degree 
of accuracy in his ratings. 

CHARLES R. SHARP, 

Sharp Advertising Agency, 

Seattle, Wash. 


Ad Column Proves Worth 


To the Editor: Here, for any- 
one interested, is our “second the 
motion” and endorsement of the 
Louisville Courier-Journal and 
Times plan for “summarizing for 
readers the contents of omitted 
advertisements” as outlined in 
your recent “Bridging the Gap” 
editorial. 

In response to your “hope that 
other publishers will do likewise,” 
we’ve been doing this regularly 
since 1939, in a special “Post- 
scripts” column, and have more 
than adequate proof on our rec- 
ords of the value of this extra 
service to both readers and adver- 
tisers. 

F. Morse SMITH, 

Vice-President, Industrial 

Equipment News, New York. 


Says ‘Topics’ Led the Rest 

To the Editor: I read with par- 
ticular interest your editorial in 
the Jan. 17 issue, “Bridging the 
Gap.” 

In this editorial you stated that 
the Louisville Courier-Journal and 
Times have adopted a new method 


shows that admen did a pretty good 


of listing advertising that is to be 
omitted. 

This is nothing new, since Drug 
Topics, which is one of the ad- 
vertisers in your publication, 
adopted this system in October, 
1943. 

I am attaching hereto a page 
taken from the Oct. 18 issue of 
Drug Topics in which you will 
note that they have listed eight 
advertisers that were omitted. 

Since Drug Topics seems to be 
the first one to have adopted this 
system, don’t you think they de- 
serve a plug in ADVERTISING AGE? 

JOHN F. MAYER, 

Vice-President, Street & Fin- 

ney Advertising, New York. 


Dates Back to AAVC 


To the Editor: Apropos of the 
editorial “Thirty Years of ABC” 
in your Jan. 17 issue, the enclosed 


to April 18, 1914, may be of inter- 
est. 

As a matter of fact our first 
check to the bureau was made out 
to “Assoc. of Audited and Verified 
Circulations” or something along 
that line—in any event it was 


ie FOR POSTWAR PROGRESS 
. »» Houston holds a winning hand 


prior to the adoption of the pres- Already the South’s biggest city (according to a compilation made by the 


J. Walter Thompson Company, of No. 2 War Ration Books) metropolitan 
1914. Houston's postwar era will be one of unparalleled growth. 
. D. Ewart, 
Roverticiag Mons Gs gr. The Normally one of America’s largest ports (in 1941, last figure released, 
Can. cargo tonnage was third largest in the United States) , Houston is prepar- 
v v v 


Outdoor Has Its TAB 


pliment to the American news- ized future. 
paper’s yardstick of circulation, 


agency is the TAB—Traffic Audit 


many years, with a great amount 
of expert research, followed up 
through the years and a very large 


versally recognized by all agencies 


ernmental agencies, federal, state 


a 


Bureau. As Houston has grown, 
Developed over a period of ket in circulation and advertising for over 31 consecutive years. 


and advertisers, as well as by gov- R. W. McCARTHY 


ing for tremendous port expansion. 


To the Editor: Your editorial With its huge refineries and great oil fields, metropolitan Houston will be 
in the Jan. 17 issue—“Thirty Years ica’ - 
called upon more than ever before to supply fuel for America’s mechan 


built up to almost perfection.” ‘The acknowledged cotton center of the world, Houston will enjoy a tre- 
esting, and no doubt in time, this mendous increase in the processing and export of this essential com- 
medium will also have an almost modity. 

perfect yardstick. ‘ 4 

vertising also has a yardstick; and,| Metropolitan Houston has developed into a great manufacturing center 
moreover, one that is as nearly and many additional heavy industries are slated to locate here. 

perfect now as the ABC? Our 


so has The Houston Chronicle . . . first in this mar- 


expenditure of funds, and spon- 
sored by two of America’s best 
known universities, TAB is uni- 


THE BRANHAM COMPANY 


and local, as “the answer to the National Advertising Manager National Representatives 
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On December 30, 1943, an order 
revoking Esquire’s second-class mail- 
ing privileges was issued by the Post- 
master General of the United States, 
posing for the courts the final inter- 
pretation of the intent of Congress 
in the second-class mailing statute of 
1879; the order says in part: 


“T do not believe that a statute which 
so vitally, directly, and continually af- 
fects so many should remain longer in 
the realm of doubt or be subject to the 
vagaries of whatever Postmaster Gen- 
eral may then be administering them. 


* * * 


“Nor should (the Postmaster Gen- 
eral) be reluctant to determine the 
matter in such a way that all phases 
of it may be fully considered and de- 
cided by a court of competent jurisdic- 
tion where every right and interest of 
the publication. the government. and 
the public may be fully protected.” 


® The original charge against Esquire 
was on the ground of obscenity. That 
charge the Postmaster General failed 
to sustain. In order to find against the 
magazine, the only way of throwing 
the matter into the courts. the Post- 
master General made a wholly differ- 
ent charge. introduced during the 
course of the hearing. and a finding 
that was directly contrary to the find- 
ings, report and recommendations of 
the Hearing Board: 


“Whatever the featured and domi- 
nant pictures, prose, verse and sys- 
tematic innuendos of this publication 
may be, they surely are not ‘informa- 
tion of a public character’ or ‘litera- 
ture, the sciences. arts or some special 
industry.” 

* * * 

“Accordingly. the second-class 
mailing privileges of the publication 
‘Esquire’ are hereby revoked. effective 
February 28. 1944. ’ 


(Signed) Krank C. WALKER 


Postmaster General” 


The significance of this decision is 
only understandable after reviewing 
the essential facts of the entire case to 
date. They are as follows: 


On September 11. 1943. the Post- 
master General caused a citation to he 
issued, requiring the magazine Esquire 
to show cause why its second-class 


mailing privileges should not be re- 
voked. 


This action was based on the ground 
that in each of its issues for 1943 to 
date. it contained matter of an obscene 
character. For this reason only. it was 
asserted that Esquire had not fulfilled 
the qualifications for second-class mail- 
ing privileges. 


The magazine thereupon filed an an- 
swer denying the charge. 


The Postmaster General then ap- 
pointed a hearing board consisting of 
three officials of the Post Office De- 
partment, Walter Myers (Chairman). 
Frank Ellis and Tom Cargill. This 


the pertinent facts 


the case 


Hearing Board held a trial beginning 
October 19 and lasting through No- 
vember 6, 1943. The Post Office De- 
partment produced nine witnesses; of 
whom six were churchmen, one a psy- 
chiatrist, one a suffragette, and one a 
municipal public school administra- 
tor. Esquire produced thirty-eight wit- 
nesses of whom two were churchmen 
and the rest ranged from famous edu- 
cators, authors, youth and sports au- 
thorities and social workers to adver- 
tisers, publicists, psychiatrists and 
other experts. 


Suddenly, without warning on Oc- 
tober 25, when the hearing had been 
going on a week and the obscenity 
charges had backfired, the Post Office 
Department shifted its ground to add 
the contention that Esquire is not de- 
voted to “information of a public char- 
acter, or to literature, etc.” On October 
8 our counsel had been advised in writ- 
ing that the only attack was obscenity 
and on October 19, in opening the trial, 
Government counsel had expressly lim- 
ited the case to this ground and sought 
to exclude any other evidence. 


The Hearing Board reached its deci- 
sion promptly and by a vote of two-to- 
one, found that the material attacked 
in Esquire was not obscene and that 
the magazine satisfied in every respect 
the conditions of the second-class mail- 
ing statute and was therefore entitled 
to the continued enjoyment of its sec- 
ond-class mailing privileges. 


This decision, although now official- 
ly known to have been reached on 
November 11, was not announced by 
the Postmaster General and Esquire 
learned of it only from Washington and 
New York newspaper stories which re- 
ported it. These reports, however, were 
never denied by the Postmaster Gen- 
eral and Esquire was widely congratu- 
lated on winning the trial. 


Finally, on December 30, 1943, Post- 
master General Walker shocked not 
only the officials of the magazine, but 
the entire press and public of the coun- 
try as well, by overruling and reversing 
his self-appointed Board and revoking 
Esquire’s second-class privileges as of 
February 28. 1944. He took this action 
not on the ground that Esquire is ob- 
scene but on the ground that the maga- 
zine makes no “special contribution to 
the public welfare.” 


This action, in turn, represented only 
his own opinion of the magazine’s con- 
tents. in the light of his own interpre- 
tation of the meaning of the statute of 
1879 establishing the conditions for 
second-class mail. The statute merely 
requires. as a fourth condition, that a 
publication. to qualify as second-class 
mail matter. must be devoted to the 
“dissemination of information of a 
public character, or to literature, the 
sciences. arts or some special industry” 
nor does the statute require that such 
periodicals shall be “solely” or “en- 
tirely” so devoted. The reasonable and 
traditional interpretation of the stat- 
ute has always been that such publica- 
tions must be substantially devoted to 


i * 


material of that character. There is no 
magazine today which is entirely de- 
voted to information of a public char- 
acter, if that were to be construed to 
exclude everything that makes no “spe- 
cial contribution to the public good 
or the public welfare. 


Because Government counsel had 
pursued an equivocal course, shifting 
to ground that had been specifically 
excluded by both the original and 
amended citations against the maga- 
zine, Esquire, during the course of 
the hearing, not only defended itself 
against the charge of obscenity, but 
also introduced affirmative evidence of 
the most comprehensive and conclus- 
ivé character, showing that it satisfied 
fully, in every respect, the fourth statu- 
tory condition for second-class mail 
matter. 


. Thus it was established, to the satis- 
faction of the Postmaster General's 
own Hearing Board, that this maga- 
zine, like many other comparable mag- 
azines, is substantially devoted to the 
contents called for by the long-estab- 
lished interpretation of the statute’s 
requirements. 


Fhis is a matter of public record, as 
revealed by the following quotation 
from the majority opinion of the Hear- 
ing Board, summarizing both the evi- 
dence and the findings reached by the 
Board on November 11, 1943: 


“The Post Office Department put in 
proof eleven copies of Esquire, Janu- 
ary to November 1943 inclusive, con- 
taining the matter complained of. 
These issues had a total of approxi- 
mately 1972 pages of reading and ad- 
vertising matter of which about 86 
pages were cited as coming within the 
charges set forth in the notice to show 
cause. They constitute 90 separate 
items of complaint. Of these 90 items 
60 were approved as not being obscene 
by someone or more oj the Post Office 
Department’s own witnesses. About 
1886 pages of these exhibits were not 
condemned by the Department and 
both counsel for the Department and 
some of its witnesses stated that parts 
thereof were not objectionable, al- 
though most of the Department’s wit- 
nesses had not read the matter which 
had not been referred to in the citation. 
In fact most of them had not read all 
of the matter objected to. 


“The Post Office Department pre- 
sented nine witnesses, most of whom 
spoke for their separate personal views 
and did not attempt to testify as to the 
mores of the present day. 


“On its part the respondent present- 
ed thirty-eight witnesses to testify in 
person or by stipulation. These wit- 
nesses were distinguished psychiatrists, 
authors, educators, publicists, advei- 
tising business men, advertising ayents, 
art specialists, samplers of pu/lic opin- 
ion and the like. It was the »pinion of 
all these witnesses that none of the 
matter complained of was obscene, al- 
though in certain instances some of 


them frankly admitted that specific 


matter called to their attention was 
indelicate, vulgar and in bad taste. 
These opinions were reiterated and 
clinched on cross examination. A num- 
ber of these witnesses testified that 
Esquire disseminated information of a 
public character and that it is devoted 
to literature, science, the arts and spe- 
cial industries. It was conceded on both 
sides that it had a legitimate list of 
subscribers. 


“Polls, after the method of the Gal- 
lup poll, had been taken by the Curtis 
Publishing Company of Philadelphia 
and Crossley, Inc. of Princeton, New 
Jersey as to the Varga girl drawings. 
The manner of taking these polls and 
the results were put in evidence in 
great detail and showed that about 
80%, as reported by the Curtis Pub- 
lishing Company and 77% as reported 
by Crossley, Inc., of the people of the 
United States thought that the Varga 
girl drawings were not obscene and 
that approximately the same percent- 
age were willing to have it come to 
their homes. 


“Respondent’s witnesses further tes- 
tified as to the standards of the mores 
of our time and that the magazine did 
not violate these standards. In addition 
a large number of copies of various 
publications were introduced to show 
that publications of a similar charac- 
ter are publishing matter similar in 
content to that published by Esquire 
and that such publication is general 
and not a matter of isolated instances. 

“In view of the foregoing, the fol- 
lowing majority of the Board finds as 
follows: 


(1) The-charge of obscenity in the 
original and amended citations 
has not been supported and 
proved in fact or in law. 


(2) The publication has not failed 
to comply with the 4th condi- 
tion of section 226 Title 39 of 
the U. S. Code as to its second 
class mailing entry. 


* * * 


RECOMMENDATION 


“It is, therefore, respectfully recom- 
mended that the proceeding herein be 
dismissed and that the second-class 
entry of the magazine Esquire be con- 
tinued in full force and effect. 


(Signed) Water Myers 


Chairman 


(Signed) F.H. Exus 
Members of the Board.” 


The final phase of this controversy 
is now in the making. Esquire has insti- 
tuted an action in the United States 
District Court for the District of 
Columbia for an injunction to restrain 
the Postmaster General from carrying 
out his arbitrary decision and to rein- 
state Esquire’s second-class mailing 
privileges. 


Caquure, Inc. 


i . Pending final adjudication by the Federal courts, Esquire will be sent to its subscribers by mail without interruption. 
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Other Industries 
Consider Adapting 
WPB Iron Pattern 


Vacuum Cleaner and 
Refrigerator Makers 
Plan Reconversion 


Washinton, D. C., Jan. 26.— 
Their reconversion prospects 
dimmed by WPB’s “watchful wait- 
ing” policy, consumer durable 
goods industry advisory commit- 
tees are nevertheless using the 
periods of delay to work out com- 
plete plans for orderly resumption 
of their postwar production. 

Reconversion, it becomes in- 
creasingly clear, will be a piece- 
meal project, with many of the 
consumer goods industries oper- 
ating at efficient rates while others 
are still engaged in war work. 

Many of the consumer goods 


... AND THAT, LADIES AND 
GENTLEMEN, CONCLUDES 
MARCH OF TIMES 
EYEWITNESS REPORT 
FROM THIS FRONT... 


VERY March of Time Broad- 

cast doesn’t find the announcer 
holding a decapitated mike by 
program’s end. But whether the 
voices brought to you on the MOT 
come from battlefields or rostrums, 
they are the voices of men who are 
shaping today’s events and telling 
you about them from personal, on- 
the-spot experience. 

That’s why MOT’s climbing 
Crossley—now 20.7—is no accident. 
Tune in yourself and you'll soon 
know why the March of Time is 
about the most talked-of, listened- 
to news broadcast on the air today. 


10:30 PM (EWT) 
EVERY THURSDAY NIGHT 
OVER NBC 


THE MARCH OF 


TIME 


SPONSORED BY 
THE EDITORS OF 


industries are expected to follow 
the pattern advanced by the Office 
of Civilian Requirements a few 
weeks ago in outlining a plan for 
production of 2,000,000 electric 
irons. This plan, which contem- 
plates a production rate of about 
40% of the prewar output of the 
industry, calls for the assignment 
of quotas for each company which 
had been in the field before the 
war. Companies not engaged in 
war work will be certified by local 
WPB offices, while others will sur- 
render their quota to WPB for 
reassignment, or arrange with a 


certified producer to have their 
quota made for them. 


Bars Newcomers 


Under this operation, new com- 
panies would be barred from pro- 
duction of consumer goods, but 
officials are convinced that there 
is no real hardship, since they are 
attempting to maintain the rela- 
tive competitive situation that 
existed before the war. 

Further indications that the 
electric iron reconversion formula 
will receive wide acceptance in 
consumer goods fields were offered 


this week when the domestic 
vacuum cleaner industry advisory 
committee fell back on that gen- 
eral plan in discussing a prelimi- 
nary reconversion plan. 

Although the committee was 
advised that resumption of vacuum 
cleaner production is impossible as 
far as the foreseeable future is 
concerned, the group took up re- 
conversion in an effort to find an 
answer to the complex problems 
that will arise when limited pro- 
duction is possible. 

After a full discussion, it was 
the general opinion of the industry 


that vacuum cleaner manufac. 
turers could adapt the electric iron 
plan for their own use. Of par. 
ticular appeal was the feature 
assuring that each manufacturer 
would retain the relative competi. 
tive position he held in the prewar 
period. 

Similarly, the advisory commit- 
tee of the domestic mechanica] 
refrigerator industry studied re. 
conversion at its meeting here last 
Saturday, despite a warning from 
WPB Executive Vice - Chairman 
Charles E. Wilson that the date for 
production of consumer goods 
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the best farm families prefer Succe: 


Other 33 States 
SIGNIFICANCE: 


SUCCESSFUL FARMING Subscribers 
Neighbors (Non-subscribers) 
Heart States plus N. Y. & Pa. 


ste 
~ differences ... revealed by a special tabulation by the 


U.S. BUREA CENSUS 


Average Number of Chickens Raised (per 1,000 Farms) 


178,500 
145,800 
136,900 


. »» Successful Farming Subscribers are BEST... in their COMMUNITIES ... REGION... NATION 


NOTE: Ask Successful Farming salesmen to show you proof of reader preference. 
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cannot be determined now. 

WPB told the refrigerator peo- 
le that resumption of civilian 
production in their field “is much 
farther away than has been gen- 
erally supposed,” although he 
encouraged them to explore the 
problems involved in orderly tran- 
sition from war to civilian produc- 
on. 
’ The general discussion of the 
committee centered on the number 
of models and sizes of refrigera- 
tors that could be produced; mini- 
mum economic production runs; 
the need for new production facili- 


ties; 


critical 
components, and plant locations. 
These last factors would be par- 


types of materials, 


ticularly important if the green 
signal for reconversion comes 
while the war is still raging on 
two fronts. They include the quan- 
tities of such items as fractional 
horsepower motors and freon gas 
which would be required for a 


refrigerator program, and _ the 
available labor supply. 
While no conclusions were 


reached on many of these matters, 
since the committee felt they 
would depend on problems exist- 


ing at the time production was 
resumed, it was generally agreed 
that the transition period would be 
long and difficult, and that the first 
refrigerators were not likely to 
come off assembly lines until six 
or nine months after production is 
authorized. 

With the lid still fixed firmly 
on reconversion, WPB officially 
sanctioned limited production of 
civilian goods by small shops 
where materials and manpower 
were available, and agreed to re- 
lease small quantities of the na- 
tion’s plentiful aluminum supply 


eldifferences 


&>.. 


uccessful Farming 


Serves the Nation’s Farm Leaders 


farmers... 


LL through the Heart you'll find young- 
sters like these . . . clear-eyed, intelli- 


ment. 


gent, alert... youngsters who are gaining 
spiritual self-satisfaction, self-confidence 
and the ability of leadership through doing 

. who find happiness through achieve- 


These youngsters see beauty in the soil— 
secure enduring satisfaction in working 
with it and the things that come from it. 
Learning through “demonstration” they 
know how to modernize their homes, cook, 
bake, can, grow bigger, better crops, im- 
prove poultry and livestock breeds. Guid- 
ing them in these “demonstrations” you'll 
find the leaders in the farm community— 
the men and women who rely for their 
guidance on Successful Farming—who pre- 
fer it to all other farm magazines. 

Successful Farming, in its approach to its 
readers, does not wander over the editorial 
landscape. It confines itself to the inter- 
ests, the ideals and aspirations of the farm 
men, women and children of the area that 
makes up the great Heart Region. They 
value it because its articles are prepared 
with a genuine understanding of these 
problems. And because, in the Heart Re- 
gion, farm business and farm living are so 
inseparable, Successful Farming has be- 
come part of their daily existence. They 
prefer it above all farm magazines because 
it meets their needs as no other farm maga- 
zine can. Meredith Publishing Company, 
Des Moines, Iowa. 


to permit experiments with post- 
war models. 

A movement to bring about a 
change in WPB’s attitude toward 
construction of ¢xperimental 
models of postwar products had 
been under way for some time, 
but until recently had been re- 
jected on the ground that such 
experimental efforts would neces- 
sarily involve the use of critical 
manpower. 

Even in adjusting its position on 
aluminum, WPB insisted that the 
experiments be carried on with- 
out diverting manpower, technical 
skills or facilities from war work. 
To assure this, grants will be made 
on from conservation order 
M-1-i. 

The WPB decision to permit 
small plants to resume production 
when materials and manpower 
are available is expected to help 
plants which have completed their 
war work and are standing idle. 
Limited to three regions of the 
country, the program will involve 
production of many small articles, 
which will effect the double pur- 
pose of relieving irritating nui- 
sance shortages, and _ enabling 
small plants to tide themselves 
over. It will be limited to plants 
employing 25 to 50 workmen. 


Charboy Copy on 
Cuproloid Ordered 
Stopped by FTC 


Red Bank, N. J., Jan. 26.—The 
Federal Trade Commission has 
ordered Charboy Products, maker 
of Cuproloid, a medicinal prepara- 
tion which the company recom- 
mends for treating diseases and 
ailments of the skin, to cease and 
desist from disseminating false ad- 
vertisements. 

Copy placed by Charboy falsely 
represented, according to FTC, 
that the preparation was a cure or 
remedy for various skin condi- 
tions and had been scientifically 
tested and approved by competent 
medical authorities, in addition to 
being extensively prescribed by 
the medical director of a large in- 
surance company. 

When these claims were made, 
FTC said, Cuproloid had not been 
sufficiently used to determine the 
nature and extent of its medicinal 
properties. Also, it was added, the 
respondent had not conducted any 
tests to ascertain the product’s 
therapeutic value. 


Kans 


articipation in 


*PHONE US for a summary of swell WHB availabilities: 
choice, early-evening time around the dinner hour... partici- 
pation spots on daytime shows for women...sponsorship or 
ansas City’s; newest, most-friendly “hill 
illy” show (a sure-fire mail puller). 
we'll have some good chain-break and minute e. t. spots 
open, too!—along with news strips and a summer sports 
summary. Ask Don Davis for details: 
KANSAS CITY — Scarritt Building — HArrison 1161 
NEW YORK CITY—507 Fifth Avenuve—VAnderbilt 6-2550 
CHICAGO — 333 North Michigan Blvd. — CENtral 7980 
HOLLYWOOD—5855 Hollywood Blvd.—HOllywood 6211 


KEY STATION for the KANSAS STATE NETWORK 


City 


As of mid-March, 


Kansas City * Wichita « Salina * Greot Bend + Emporia 
Missouri K K K Kansas 
MONTHS: NOVEMBER-DECEMBER, 1943 ——- KANSAS CITY 
HOOPER STATION LISTENING INDEX 
TOTAL COINCIDENTAL CALLS — THIS PERIOD 14,415 
MORNING Station | Station | Station | Station Station 
F 
Fe | 7.7 | 10.0] 27.9 | 17.4 | 30.5 | 5.1 
AFTERNOON Station | Station | Station | Station Station 
yy re 111.11 8.4 | 20.8 | 30.6 | 25.1 | 3.2 


4 
| 
| 
| ‘ = 
| 
| 
| 
| 
. 
Or 
: 
vor 
| 


James J. Carroll, formerly with 
the New York Law Journal, has 
joined the eastern sales staff of the 
Macfadden Men’s Group. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


SION CO, LIMA, 


Carroll Joins Macfadden 


Better Business 


Bureau Clarifies 
Blood Donor Ads 


New York, Jan. 26.—The Na- 
tional Better Business Bureau has 
obtained a clarification from the 
American Red Cross concerning 
solicitation of business firms for 
sponsorship of ads which urge 
readers to give their blood to the 
American Red Cross Blood Donor 
Service. 


While the Red Cross is anxious 
to bring home the vital necessity 
of blood donation, it does not want 
this appeal to become a source of 
profit to advertising solicitors for 
publications of doubtful circula- 
tion. Consequently, the bureau 
points out, the Red Cross reserves 
the right to approve in advance, 
in writing, each particular adver- 
tisement. 

In no case, it is reported, does 
any part of the advertising pro- 
ceeds revert to the American Red 
Cross, and business firms which 
are given such information by 


solicitors are warned to investi- 
gate further before making any 
commitment. 


Opens Safety Research 


National Safety Council, Chi- 
cago, has undertaken three new 
research projects in the industrial 
field, costing upwards of $50,000, 
to determine factors pertinent to 
safety in the design, use and main- 
tenance of materials and products 
in (1) safe walkway surfaces, (2) 
plastic eye protection, and (3) 
safety belts, harness and acces- 
sories. 


A representative will 
give you full details 
on how your product 
can shore in the 
FLYING coverage of 
the Aviation morket. 


@ A one-directionai assault is as out- 
moded in advertising as it is in war . 
from all sides is necessary to turn a market. 
FLYING magazine alone gives all ’round cover- 
age of the aviation market . . . while maintaining 
ability to concentrate on key positions. 
FLYING can give you this coverage, because 
the magazine is part of the industry. 
It is the only magazine whose growth has kept 
pace with the rapid expansion of the aviation 


.. an attack 


FLYING 


It is the only magazine in this field with a cir- 
culation of 251,000—including 98% of all top 
executives of U. S. Aircraft companies, 95% of 
the key airline executives, nearly 40,000 men of 
the Army and Navy air forces, government offi- 
cials, and tens of thousands of wartime personnel 
all through the industry. 


To advertise in FLYING 1s to put a ring of in- 


that go into ¢ 


y's ai 


formation around the men who ARE the Aviation 
Market—who specify, buy, and use the products 
rcraft. 


ZIFF-DAVIS PUBLISHING COMPANY . 540 North Michigan Avenue, Chicago 11, Illinois 


Offices: New York - Washington - Los Angeles - London - Toronto 


Rdvertisine’s Aid 
Needed to Recruit 
Additional Labor 


New York, Jan. 26.—Advertising 
support to recruit additional labor 
is needed more urgently than ever 
before, despite cut-backs in cer. 
tain war production plants and the 
current proposal for a Nationa] 
Service Act, the War Advertising 
Council asserted here this week in 
a message to the advertising field, 
following discussions with the 
WMC, OWI and Army and Navy 
officials. 

The manpower problem has not 
been solved in any of its aspects, 
the Council declared, alluding to 
confusion growing out of changes 
in production schedules. 

Urging continued and even in- 
creased support of its womanpower 
campaign during 1944, the Council 
observed that even in the event 
Congress passes a National Service 
Act drafting men and women for 
war work, information campaigns 
will still be necessary. 


Cites Canada’s Example 


“Canada relies on publicity and 
advertising even more than we do 
for mass recruiting of workers,” it 
was pointed out. “For example, 
though compulsion could have 
been applied, publicity and adver- 
tising were used when woodsmen 
were vitally needed, and the tim- 
ber forces were boosted from 
20,000 to 45,000.” 

If a labor draft eventually be- 
comes law in this country, the 
Council reported, government offi- 
cials say they will still be asking 
business for advertising support of 
manpower and womanpower cam- 
paigns. 

As part of the over-all woman- 
power campaign developed in co- 
operation with OWI, WMC and the 
armed services, the Council this 
week also released a new cam- 
paign guide on Wave recruiting. 
The newly coordinated drive, cov- 
ering jobs in war plants, in essen- 
tial civilian occupations and re- 
cruitment for the Wac, Waves, 
Spars and Marines, is keyed by 
the slogan. “The More Women at 
War the Sooner We’ll Win.” 

Pointing out that 1,200 Waves 
must be sworn in every week in 
1944 to meet urgent needs, the 
guide offers copy and layout sug- 
gestions which local as well as 
national advertisers can adapt for 
their own requirements. Media 
suggestions cover newspapers, 
magazines, outdoor posters, car 
cards and motion pictures. 

Batten, Barton, Durstine & Os- 
born, the Council’s volunteer 
agency on Wave recruitment, pre- 
pared all promotional materials. 
J. Davis Danforth of the agency is 
campaign manager, with Raymond 
Browne, Council staff manager. 


Names Calkins & Holden 


George Weston Ltd., biscuit 
manufacturer, has appointed Cal- 
kins & Holden, New York, to 
handle a forthcoming advertising 
campaign. A list of newspapers in 
the larger cities will be used. 


JACKSON 
MISSISSIPPI 


MANUFACTURING 
PLANTS 
in Jackson 


process 248 different prod- 
ucts! Just another reason WHY 
Jackson - Mississippi's 130-mil- 
lion dollar, “Double-Return" 
Metropolitan Market should be 
a "Must" on your 1944 schedules. 
.. and, WSLI offers you effective 
coverage of this market—at less 
cost! 


BLUE NETWORK 


WEED & COMPANY 
NATIONAL REPRESENTATIVES 
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Officials Gratified Advancement 


_ Press gives the State’s in- 
dustrial i he No. 

\Product Plant 

9 
Neches Company’s ia \ BY Victor teel Mill S 


| Dedicated 


BY ROBERT M. HAYES, 


Texas, Sept. 4 


Texas’ huge industrial ex- 
Ppansion---one of the great 
of all time! 
Doubling of F aper Dutput  And---as usual---The Dallas 


BY ROBERT M. HAYES capacity of the Lufkin plant could 
East Texas Bureau of The News. at least be doubled, Ernest L. 
LUFKIN, Texas, Nov, 10.—Large-| Kurth, president, has indicated this 
acale expansion of the newsprint in-| could be accomplished within ten 
dustry in East Texas appeared| months if the_xz 
Probable Wednesday. as members of 


Congressional 


filiates: Radio Sta 
WFAA and KGKO. 
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or” pe so, MAY The fires at ion of viatel East Texag Bureau of The News 
ociaimes will ™ jpurn of ¢ thg 
Yell the Readers of The Dallas News and You Have Sold the Dallas Market |_ y 
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WM. A. LOTZ... Bill's 
pleasant personality is long remembered by 


all who meet him. He is a first class contact 


man and writes good copy that really sells. 


BURTON BROWNE 


CHICAGO . DELAWARE 3800 


Ain 


Store Aid Sought 
in ‘Know Ceiling 
Prices’ Campaign 


Washington, D. C., Jan. 26.— 
OPA will solicit retailer coopera- 
tion for its “Know the Ceiling 
Prices” campaign next month by 
advancing the idea that OPA ceil- 
ing prices can be used as a valu- 


able marketing aid by millions of 
food stores which comply with 
pricing regulations. 

Designed to stimulate more 
prominent display of ceiling prices, 
the campaign argues that price 
lists, when prominently displayed 
in the interior of a store, label the 
retailer as one who is abiding by 
the law, and at the same time, 
provide a convenient checking 
service for the customer. 

Under OPA regulations, stores 
are required to post ceiling prices, 
but officials have found that the 
retailer, confronted with a short- 
age of help and lack of display 
space, frequently allows the price 


list to be relegated to an incon- 
spicuous corner. 

In designing the retailer role in 
the “Know the Ceiling Prices” 
campaign, OPA felt that if the 
retailer could be educated to the 
merchandising possibilities of the 
price list, he would promote the 
lists beyond the requirements of 
the government regulation. 


Films Explain Campaign 


To translate this theory into 
action, OPA will shortly release 
sound and slide films, demon- 
strating display ideas and adver- 
tising tie-ins, centered on ceiling 
prices. These films will be avail- 


famous 


Said Marco Polo in 1260... 


Then to Cathay came 
knife-keen, slant-eyed 


Thus (had TIME been published and 
world-distributed in 1260) might Great 
Traveler Marco Polo have reported to 
some boon companions how he met the 
great Khan who once ruled most of the 
world’s biggest continent and built the 


‘*pleasure dome’’ in Xanadu. 


For far-ranging Marco Polo would almost surely have 
been a faithful reader of TIME, as most travelers are today. 


HE READERS of TIME are America’s most traveled 


million. 


They ought to be. They own better cars, they live in better 
homes, have 24 times as much to spend as the average. 


Kublai Khan. 


So, naturally, they can afford to travel—and they can afford 
better ways of traveling—better places to stop in. 


For example, surveys show that most Pullman car pas- 
sengers—prewar cruise passengers—people who stop in the 
best hotels—read Time, prefer Time. (Half of Time’s 
readers are travelers by plane—and they have flown more 


than two and a half billion miles.) 


For all these reasons (and many more), TIME has led all 
general magazines in Travel, Resort, and Hotel advertising 
year after year for 9 consecutive years. 


Odds are it will be the same story in the postwar years— 
for TIME is tops with people who are going places. 


TOPS WITH A MILLION FAMILIES 4 WHO ARE GOING PLACES 


a. 
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able through district OPA offices 
for use at meetings of local retajj 
food groups. : 

In addition, OPA will approach 
the trade through a bulletin maileg 
directly to all food retailers which 
will describe the advantages of 
merchandising price lists in con- 
siderable detail. Three articles 
will be released to national food 
trade journals. 

The consumer aspect of the pro- 
gram ties in with “Food Fights 
for Freedom” for the first three 
months of 1944, involving the re- 
sources of OWI, WFA, OPA and 
OCD. Among the projects will be 
the widespread distribution of 
leaflets to accomplish the double 
purpose of explaining the forth- 
coming ration token system, and 
the latest ceiling prices. 


Price List Shown 


Page one of the leaflet will be 
devoted to ceiling prices, under 
the heading “How You Can Help 
to Keep Wartime Prices Down,” 
Page two will explain “How to 
Shop with Ration Tokens.” The 
ceiling price list will be a minia- 
ture of the list distributed to the 
grocery trade. Similar miniatures 
will be distributed to newspapers 
in mat form. 

When the 4th War Loan is com- 
pleted next month, OWI will de- 
vote an increased portion of its 
facilities to the “Share and Play 
Square” program, which includes 
emphasis on ceiling prices and the 
home front pledge. The program 
will get national, spot and regional 
radio play in February, and the 
weeks of March 13 and 20. It is 
also scheduled for 24-sheet posters, 
car cards, and poster displays in 
March. 

A “How to Do It” proof book, 
containing proofs of ads and sug- 
gestions for posters, was sent out 
by the War Advertising Council 
this week, while an additional 
packet of newspaper ads will go 
out under the OWI community 
plan next week. Shopping news- 
papers and newspaper mat serv- 
ices will handle special material 
on “Share and Play Square” in 
March, while the War Food Ad- 
ministration will follow up with a 
retailer “Low Point-No Point” 
campaign in March and the suc- 
ceeding spring months. 


Drops ‘Cow-Catchers’ 

The four Cowles stations, KSO 
and KRNT, Des Moines, Ia., WMT, 
Cedar Rapids, and WNAX, Yank- 
ton, S. D., have dropped “cow- 
catcher” and “hitch-hike” an- 
nouncements. In cases where pro- 
duction and operational problems 
make the immediate change im- 
possible, accounts and agencies 
are given until Oct. 1 to comply 
with the new policy. 


DO YOU INSIST ON 
SEEING THE WHOLE SHOW 


when you purchase tickets ? 
In order to “see the whole show” 
in the TAMPA-ST. PETERSBURG 
MARKET St. Petersburg newspapers 
must be used. 


The total Food Sales for this area 
are $20,107,000 of which St. Pete 
buys $7,554,000. The purchasers of 
this food buy and read 38,000 cop- 
ies of St. Petersburg newspapers 
daily. 


They buy less than 400 copies of 
Tampa newspapers. This amount of 
Tampa circulation will not influence 
St. Petersburg sales—so 


WORK BOTH SIDES OF THE STREET (BAY) 
IN TAMPA - ST. PETE. 


ST PETERSBURG NEWSPAPERS SERVI 


THEIS & 


JACKSONVILLE. FLA 
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Admen Show New 
Interest in Use 


of Labor Press 
CIO Offers Test 


of Medium in New 
Experiment 


Washington, D. C., Jan. 26.— 
With the ranks of organized labor 
vastly expanded as a result of 
wartime conditions, advertisers in- 
terested in large specialized mar- 
kets have taken new interest: in 
the possibilities of the labor press. 

The exact size of the labor press 
is not fully known, for these pa- 
pers have never been developed 
into a convenient medium for 
national campaigns. _ Informed 
sources estimate, however, that 
there are about 300 AFL and 100 
CIO papers, with circulation run- 
ning into many millions, published 
at all levels of the union structure. 

While many of these publications 
are the organs of the international 
unions, with little interest in ad- 
vertising, the majority are healthy 
weekly papers published by local 
trade union councils, quite recep- 
tive to any opportunity for na- 
tional or local advertising. 


Rates Not Uniform 


The great weakness of the labor 
press, from the advertiser’s point 
of view, is the complete lack of 
uniformity in rate structure, and 
the absence of any representative 
organization which can provide a 
guaranteed circulation for a pre- 
determined price. 

Some efforts have been made to 
organize labor papers as a new 
national advertising medium. For 
example, Chester M. Wright & As- 
sociates, Inc., Washington, which 
has had broad experience in the 
field of labor relations, including 
both news and advertising associa- 
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Youth Helping Businesses 
On Their Way 


The | 
plectri¢ Ligh’ 


Innumerable boys and girls 
dropped into a store on lower 
Broadway, New York City, be- 
tween 1845 and 1850, and asked 
to see the “electricity” light. 


It was a glass globe with two 
charcoal tipped rods in it. The 
air had to be exhausted and 
chlorine gas injected from a blad- 
der. Then it was hitched to a bat- 
tery of accumulators. The char- 
coal points glowed brightly—at | 
one candle power. 


The children of these Youths | 
heard the story. They were wait- | 
ing for the day. When Edison's | 
lamp was perfected, they bought | 
and bought and bought. 


Youth has always done 
Youth did it yesterday. Youth 
will do it again . . . and for you 
. +. no matter what your business | 
may be. 


You can reach the leadership 
Youth of America in its own 
magazines . - . 1,500,000 of them | 
... at $5600 a page. 


that. 


THE 


GROUP 


1 E. 42nd St.. New York City | 


tions with the labor press, has 
made. several surveys of the pos- 
sibility of establishing a national 
advertising service for a group of 
labor papers. 

One effort by Mr. Wright was 
abandoned in 1930 for lack of ac- 
ceptance by advertisers, and lack 
of uniformity among the papers. 
With the acceptance problem re- 
duced as a result of the growth of 
the medium, Mr. Wright is testing 
once more, currently handling a 
campaign for Brown & Williamson 
Tobacco Corporation, covering 150 
papers. 


Another experiment, which 
promises to be one of the most 
ambitious ever attempted in this 
field, is the newly organized effort 
of the CIO to solicit advertising 
for its 11 official publications and 
34 union or trade council papers. 

Under the CIO plan, the 11 offi- 
cial publications are offered as the 
CIO News Group, with guaranteed 
circulation of 310,000 to 630,000 
per month, depending on the ex- 
tent of advertiser participation. 
The 34 union publications are of- 
fered as another unit, with national 
editions and local or regional edi- 


tions. To simplify advertiser par- 
ticipation, CIO has published a rate 
card which explains that one blan- 
ket order will arrange space in 
one, any combination, or the entire 
group, which is represented na- 
tionally by Harry Gantt, advertis- 
ing manager of the CIO News, 
Washington. 

Many persons who have been 
associated with the labor press are 
watching the CIO experiment for 
a sign that some uniformity in ad- 
vertising rates and policy may at 
last be appearing. At present, an 
advertiser wishing to go into the 
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labor press would find it necessary 
to select the individual papers he 
would use, and to find an agency, 
which would be prepared to tailor 
copy for the various media. 

With the exception of the Clo 
News Group, most of the nationa] 
publications either reject all aq. 
vertising or accept only specialized 
copy of particular concern to their 
union members. 

The Federationist, national pub- 
lication of the AFL, discontinued 
advertising entirely a few years 
ago after a series of internal dis- 


American Gi Life—o Road for Boys 
Young America—Young C je Messenger. 
| 
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“More trains are switched, broken up, cut in and cut 


out in the Kansas City yards than anywhere in U.S.A.” 


Where Metropolis Springs 
From Golden Wheat Fields 


in this thriving metropolis population is up over 60,000 since the 1940 census. 
Latest rationing figures show greater Kansas City’s population as over 700,000 


 prprge one of this country’s most vital regions is that 


of the “Heart of America.” 


Long recognized as being the 


foodbasket of the nation, it took a war to fully empha- 
size its importance in the manufacture of materiel and con. 
sumer goods. Through its transportation arteries have flowed 
the needs of a world at war. Great have been the demands 


on its peoples—but theirs has been the privilege to serve, | 
for how true is the statement that in the “Heart of America” | 
can be found everything on earth—except ocean and desert. | 


with an effective buying income per capita 100% above that of 1938. Missouri 
leads the West to the coast in non-agriculture employment per 1000 population. 


One of the country’s most unusual population breakdowns is that 
found in the “Heart of America”—~-the crossroads of this country — and 
thus of the world. Census reports uncovered the surprising condition 
that 51% of the population is urban and 49% rural. Thus within one 
compact area are located the two important phases of American life— 
each with its own peculiar likes and requirements. The throb of metropol- 
itan hustle-bustle mingles with the tractor roar as the “Heart of America” 
puts its back to the wheel of Victory, doing its share and then sume. 
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agreements arose when the paper 
accepted advertising from alleg- 
edly non-union firms. John L. 
Lewis’ Mineworker’s Journal, and 
the publications of the independent 
railroad brotherhoods, likewise are 
not available for advertisers. 

The hundreds of union papers 
and trade union papers in cities 
throughout the country, however, 
all accept advertising, although 
they are currently operating almost 
entirely on local advertising. 

For the most part these papers 
are supported by the local council 
of trade unions. They are fre- 


quently privately owned, or they 
may be published for the union 
under contract, or by the union it- 
self. 

Many of these papers are as 
much as 25 to 50 years old, and 
highly respected in their commu- 
nities. They are generally week- 
lies, equal in size to the average 
weekly newspaper, with circulation 
covering all union members in the 
community. As evidence of their 
local importance, many of these 


even have the annual statement of 
the local bank. 

In its experiment offering guar- 
anteed labor circulation to adver- 
tisers for the first time, CIO will 
soon distribute a brochure to 
agencies and advertisers designed 
to give the facts and figures on 
both groups of its publications. 


Advertisers Listed 


Titled “They Say Money Talks,” 
the brochure lists the names of 
advertisers in virtually every field 


press, and reproduces many prod- 
uct and institutional ads carried in 
union publications. 

An interesting approach at- 
tempted by CIO in the brochure is 
promotion of the idea that adver- 
tising placed in labor papers as- 
sures to a firm a “Seal of Accept- 
ance” among union men, for, it 
says, only products made under 
“fair to labor’ conditions may be 
advertised in union papers. 

A few of the national advertis- 
ers who have been using labor 


papers carry theater and depart- 
ment store advertising, while some 


of business and industry who have 
placed advertising in the labor'Greyhound Lines, 


publications are 


RCA Victor, 
Ford Motor 


Within a few minutes of eens Kansas City one finds spacious, high-production 


farms such as this of KMBC 


The greatly broadened and diversified interests of today’s “Heart of America” farms 
are largely responsible for the cash farm income increase of 25% in the past year. 


Working from 
KMB 


rvice Farms, located over the 


issouri line in Kansas. 


to sundown such livestock producers as Phil Evans, director of 
Service Farms, have again made Kansas City this country’s leading cow town. 


How Make Each 
Advertising Dollar 
the Work Two 


A dollar spent in advertising on KMBC assures a “hear- 
ing” with the urban thousands in the “Heart of Amer- 
ica.” Accredited surveys tell the story—giving KMBC a 
greater audience than any of the five other radio stations. 


A dollar spent in advertising on KMBC pays the way, 
too, into the homes of the 49% potential audience that 
is rural. There is no secret as to why this is so—KMBC 


programming is patterned with this population peculiar- 
ity constantly in mind every hour of the broadcasting day. 


That is why each advertising dollar spent on KMBC 
does the work of two. Radio’s finest programs— those 
of the Columbia network—exclusive farm features—two 
full-time farm authorities, a livestock farm operated in 
service to rural America, and the exclusive right by the 
Kansas City livestock interests to broadcast official mar- 
ket reports direct from America’s largest livestock build- 
ing—all this adds up to radio's best buy in the land 
“Where Metropolis Springs From Golden Wheat Fields.” 


OF KANSAS CITY 


SINCE 1928—CBS BASIC AFFILIATE FOR MISSOURI AND KANSAS 


Company, Beech-Nut Packing 
Company, Pepsi-Cola, Brown 
Williamson, Servel, Westinghouse, 
Nash-Kelvinator, Philco and Flor- 
sheim. 

One group in the CIO experi- 
ment will be centered about the 
CIO News, which is a tabloid-size 
paper published in Washington. 
With its 11 editions, comprising 
five monthlies, three weeklies and 
two bi-weeklies, it has a basic cir- 
culation of 310,000 per month. 
Where an advertiser uses an ad 
per month in all issues of all edi- 
tions, involving a minimum of 16 
issues of weeklies, four of bi- 
weeklies and five monthlies, an 
average non-duplicating monthly 
circulation of 630,000 is guaran- 
teed for the 11 editions, involving 
a total of 25 issues. 

The labor group, embracing 34 
publications, includes _ seven 
monthlies, three semi-monthlies, 
and 23 weeklies, all official publi- 
cations of unions affiliated with the 
CIO. They are offered to advertis- 
ers as national editions, and local 
and regional editions covering New 
England, East, Midwest and South 
and West. Circulations in the labor 
group vary from as low as 5,000 
for the Indiana Labor Journal to 
as high as 350,000 for the United 
Electrical Workers News’ national 
edition. 

Distribution of the CIO papers is 
95% by mail, with subscription 
rates running from $1 to $2 per 
year, paid in advance. CIO will 
allow the usual agency fees for 
advertising. 


Chevrolet Issues Book 


A comprehensive new plan to 
assist Chevrolet dealers in pre- 
serving and safeguarding valuable 
shop tools, some of which are irre- 
placeable under wartime condi- 
tions, is described in a 104-page 
booklet, “Care and Preservation of 
Tools and Equipment,” distributed 
by Chevrolet Motor Division, Gen- 
eral Motors Corporation, Detroit. 
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Mallory Names Jones 


Mallory Hat Company, Danbury, 
Conn., has appointed Duane Jones 
Company, New York. 


Business and Industry Are Preparing for Peacetime World 


Desires, Roper Says 


To get the soundest picture of 
what people want, either now, or 
with reference to postwar plans, is 
to find out what American labor 
wants, Elmo Roper, research spe- 
cialist, told the Women’s Adver- 
tising Club of Chicago last week. 
And at the top of labor’s list of 
wants is security — not govern- 
ment-provided, but the kind that 
comes from continuous employ- 
ment at reasonably good wages. 
This means, Mr. Roper said, that 


—Edited by RALPH O. McGRAW 
=| Security Leads Postwar 


people want a savings account, 


life insurance, a home and educa- 
tion for their children, all to se- 
cure their future existence. 

Second on the list, Mr. Roper 
put a chance to advance—the es- 
sence of the American desire to 
go up to the next level. While 
there is some resentment against 
bringing in technically trained 
men, workers understand their 
companies’ problem, he said, and 
are philosophical about it, but they 
want better opportunities for their 
sons. 

Third is the desire to be treated 
like human beings rather than as 
numbers on a payroll. They want 


the boss to realize that they’re 
human, and have the same prob- 
lems he has—the same likes and 
hates and desires. And they want 
a boss who “doesn’t swear at 
you.” 

The fourth item on the want 
list is human dignity, closely re- 
lated to No. 3, but rather some- 
thing in the workman’s soul, as 
Mr. Roper put it. It constitutes a 
pride in doing a job and doing it 
well; a feeling of importance, even 
for a man who merely adds a 
screw on the assembly line. 

All of these are problems for 
industry to consider pretty seri- 
ously when it gets through with 
its postwar planning, Mr. Roper 
said. He suggested, in this connec- 
tion, that postwar is really today; 
that no magic curtain is going to 
rise on a new scene when the pa- 
pers are signed, and that most of 
the plans that are being made for 
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“ ,..but imagine how national buying power is piling up, Mortimer” 


~ 


Whether it’s the lowdown on air power, the 
coming national elections, or settling the 
Soviet-Polish frontier, most Clevelanders seem 
to have a better than average understanding of 
the important questions facing this old world of 
ours. And many of the discussions you hear 


everywhere in Cleve 


land, from drawing room to 


street car, have grown from forum programs 


planned and broadc 


ast by WGAR. 


Putting weighty subjects into words which will 
interest a// listeners is the basic idea behind these 
programs. For instance, the City Club Forum, 


Watch and listen 


What's to happen 
At TWELVE TWENTY? 


Big news APLENTY! 


bringing nationally-known voices of authority, 
paired in down-to-earth debate. Or, Your Opinion, 
Please, with experts talking of rationing, housing, 
invasion, soldier bonus or whatnot in language 


all can understand. 


Americans, whose heritage it is to think and 
speak freely, are more interested than ever in 
national and world affairs. It seems to us that 
one of the jobs of a radio station, then, is to 
serve up food for thought... . ta stimulate the 
thinking of people who want to think. 


WGAR 


your friendly station in Cleveland 


G. A. Richards, Pres...John F. Patt, V.P. & Gen. Mgr. 
Basic Station, Columbia Broadcasting System 


Edward Petry & Company, Inc., National Repr. 


the new day should, in reality, be 
in operation now. 
* 


Those deeply interested in the 
farm labor problem are wondering 
what effect the present war wil] 
have on the farm labor index in 
the postwar period in view of the 
fact that only 25% of the labor 
which left the farms during World 
War I returned after the armistice, 
If industry is successful in main- 
taining both employment and 
wages on a scale mentioned in the 
usual postwar planning talk, mi- 
gration back to the farms this time 
may be just as meager, it is 
pointed out. While the farm labor 
situation is critical now with more 
workers than have been in the 
field for many years, a large per- 
centage of those in the count are 
either unusually young or old for 
the work performed, thus not rep- 
resenting the highest desirable ef- 
ficiency. All this seems to focus 
on a tremendous market for all 
kinds of labor saving machinery 
and equipment on the farm after 
the war. 

The way postwar France goes, 
so will go all of Europe, according 
to Louis Marlio, writing in the 
January Nation’s Business. Mr. 
Marlio, formerly a leader in 
French economic, industrial, and 
engineering fields, is convinced 
that not only will France come 
back after the war, but that her 
comeback will astonish the world, 
He says circumstances are over- 
whelmingly favorable for the rise 
of a resurgent capitalistic and 
democratic France out of postwar 
chaos. The country, he feels, will 
again become, on the European 
continent, the liberal and civilized 
vanguard of western capitalism 
and democracy. 


A man in Washington who 
should know says the WPB will 
not release available raw materials 
for civilian production of any 
consequence until the coming in- 
vasion of Europe by the United 
Nations is well inland and the 
armed forces are fairly certain of 
what their subsequent needs in 
war equipment and supplies will 
be to finish the job. 


New Haire Publication 


Beginning with the February 
issue, The American Pilot will be 
published by the Haire Publishing 
Company. Dick Brown, editor 
since its inception in January, 
1940, continues as editor. . 


Two Join Ad Bureau 


The Brooklyn Eagle and the 
Californian, Salinas, Cal., have 
become members of the Bureau of 
Advertising, American Newspaper 
Publishers Association. 


«++ with Economy 
with ready-made reeepticve 


audience. 
with popatar ap i via pa- 
triotic themes; e. Combat 


Insignia: Civilian Defense: 
Airplane, Nacal, and other 
types of Military or War 
motifs. 


Poster Stamps 


the Phemium Answer 
im °44, 


Moreover, Poster Stamps supply a sure. 
easy, economical means of keeping your 
public aware of trade marks, brand names 
and slogans. 

WRITE TODAY for complimentary 
copies of 3 completely informative book- 
lets: (a) The Growth and Modern App!i- 
eation of the Poster Stamp; (b) Glossary 
of Information on Poster Stamps; and 
(e) 58 Case Histories of Poster Stamp 
uses and “What Happened.” 


MID-STATES 
GUMMED PAPER CO. 


Manufacturers Mid-States Really Flat 
Gummed Papers. 


2515 So. Damen Ave., CHICAGO 


my °°° the source | 
of daily business | 
news and the prefer- 
a ence of management men 
= in the greatest industrial 
area—the central west. 
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U. S. Attorney 
Agrees to Speed 
‘Esquire’ Ruling 


Washington, D. C., Jan. 27.— 
Complete cooperation on the part 
of the government in seeking an 
early ruling in the federal district 
court here on the postmaster gen- 
eral’s right to judge the qualifica- 
tions of publications to enjoy sec- 
ond class mailing privileges was 
promised today by Frank Shay, 


assistant attorney general in 
charge of the civil divison of the 
Justice Department. 

Mr. Shay said that every effort 
will be made to speed up the gov- 
ernment’s reply to an action filed 
by Esquire last Friday to enjoin 
the Post Office Department from 
suspending its second class mailing 
privileges. 

Although the government would 
be allowed 60 days in which to 
answer the Esquire plea, Mr. Shay 
said that the Department of Jus- 
tice is anxious to get the matter 
before the court, and that it will 


avoid any preliminary operations 
which might tend to delay the 
case. 

In appealing to the court for 
an injunction against Postmaster 
General Walker, Esquire asserted 
that the decision to suspend its 
second class mailing privileges 
was contrary to the established 
practices of the Post Office De- 
partment and the postmaster gen- 
eral. In addition, the magazine 
said the action was based on mis- 
construction of the statute, and 
that the order was arbitrary and 
capricious in that it was not sup- 
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ported by the evidence in the ree, 
ord, and was contrary to the ex. 
press findings of the hearj 

board. Esquire asserted that Mr 
Walker “did not review the record 
on its merits, but reached his de. 
termination solely for the purpose 
of compelling a court review of his 
theory of the meaning of the 
statute.” 


Charges Faulty Interpretaiion 

Esquire said Mr. Walker hag 
revoked its second class maili 
privileges by proceeding on ap 
erroneous construction of the 
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Right on the split second of 6 o'clock to- 


— 


something wonderful 


is going to happen to 


your radio 


Turn your dial to 770 


night, when the hands of your watch point straight 
up and down, a switch will be thrown and WJZ’s 
powerful new transmitting station will go into oper- 
ation at its new location. 


Its power is 50,000 watts. Its tonal quality more bril- 
liant .. . its listening reception far stronger than ever 
before. Its clarity, that of a sleigh bell at midnight. 


To understand the great difference on your radio, 


you must listen both before and after this change 
occurs. Notice how, at the instant of 6 o'clock, the 
strength and clarity of WJZ’s programs are vastly 
improved. 

Turn your radio dial to 770 and hear it happen for 
yourself, 


Six o'clock sharp tonight. 


Hear these great Programs — See Newspaper Radio Listings for Day and Time 


Music « The M itan Opera, Metropolitan A 
tions, The Boston Symphony, Victory ot Sea. 
t Bands, Nancy Martin, Meet Your Navy, 
orton Downey, Keepsakes, Musical Steelmakers, 
Paul Whiteman, Diane Courtney and The Jesters, 
Singo, Southeraaires, Ink Spots, ‘Mementocl Memory. 


Forums «America’s Town Meeting of the Air, America 
Tomorrow. 


News and Comment «+ Raymond Gram Swing, 
Walter Winchell, Drew Pearson, Dorothy Thompson, 
Baukhage, — Gunther, George Hicks, Gil Martyn, 
Lowell . John Vandercook, Jimmy Fid 
Edward Dente, Leon Henderson. John B. Ken- 
nedy, Westbrook Van Voorhis, Rodriquez and Suther- 

py - Kiernan, George E. Reedy, Martin 
y, Ray — Hugh James, Henry J. Taylor, 
ldwin, Francis Drake, Major Gen. Paul B. 


Foreign Correspondents + George Hicks (with 
U.S. Fifth Army in Italy), Arthur Feldman (London), 
Donald Coe (Algiers), Henry Gorrell (Ankara), Clete 
Roberts (New Guinea), Tom Grandin (London), 
Frederick B. Opper (Chungking), Frank Shea (Cairo). 


Children’s Programs + The Blue Playhouse, 
Terry and The Pirates, Dick Tracy, The Sea Hound, 
Jack Armstrong, Hop Harrigan, Captain Midnight, 
The Lone Ranger, Storyland Theatre, Land of the 
Lost, Coast to Coast on a Bus. 


Variety + Radio Hall of Fame, Duffy's, Chamber 
Music Society of Lower Basin Street, Breakfast at 
Sardi's, What's New?, Breakfast Club, Ladies Be 
Seated, » The Kibitzers, Breakfast in Bed- 
lam, On Stage Everybody, Minstrel Show, Awake at 
the Switch. 


Drama « Gertrude Lawrence, Parker Family, Hot 

» Gang Busters, Ye for a Night, Famous Jury 

Trials, Count ings to Victory, Sweet River, 

Chaplain ive ‘Prue Ste Story, Green Hornet, Adven- 

tures of the Falcon, House on Q Street, H ae 
Radio Se Army Service Forces Presents, Don 


Quis «Bate ofthe Sees, Quie Kid, Yankee Dood 
Quiz, Blind Date, Sez You. 


Service Programs «+ Haney Craig, Alma Kitchell, 
National Farm and Home Hour, ry Chef, 
Living Should Be Fun, Baby I 


Catholic Hi Jewish 

Riddle of for 


Morale, Ted Malone. 


770 ON YOUR DIAL 
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Aye, JU a 
fourth condition, “in that he de- 
termined that the statutory lan- 

age should be limited to such 
information of a public character, 
literature, arts, science and special 
pusiness as might be considered 
by him for the public good and 
welfare.” ; 

The Walker action, Esquire said, 
was “contrary to long established 
and uniform practical construction 
of the statute,” since the second 
class mailing privilege has been 
granted to 25,000 publications “of 
many different types and descrip- 
tions’ by postmaster generals over 


a period of many years, “without 
any attempted imposition by post- 
master generals of any condition 
of the character set forth in the 
decision.” 

In seeking the injunction, Es- 
quire asserted that the life of the 
magazine is threatened, “and in 
any event the sale of the magazine 
on newsstands and to subscribers 
would suffer substantial and ir- 
reparable damage.” The magazine 
pointed out that it is a settled 
question among magazine distribu- 
tors to refuse to distribute maga- 
zines which are not afforded sec- 


ond class privileges. In addition, 
it said its mailing cost for 300,000 
copies would jump from $112,800 
a year to $624,000, or from $9,500 
a month to $52,000. 

Esquire said it satisfied the re- 
quirements for a second class mail 
privilege because it has a legiti- 
mate list of subscribers and that it 
is originated and published for the 
dissemination of information of a 
public character; is also devoted 
to literature, the arts, the sciences, 
“and in part to the special indus- 
try of clothing.” 


Rochester Poster Expands 

Rochester Poster Advertising 
Company has acquired the Roch- 
ester, N. Y., branch of General 
Outdoor Advertising Company, 
adding 14 towns to its poster serv- 
ice, as well as paint service in the 
entire area comprising 54 towns. 


Vanderploeg Advanced 


J. S. Vanderploeg, sales man- 
ager of Anaconda American Brass 


Ltd., New Toronto, Ont., has been 
named general manager. 


*This ad run in Metropolitan New York and Suburban Newspapers on January 2. 
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No, not politics — promotion! 
But promotion-wise, KSTPete is 
an old campaigner. He’s been 
ctumping the state for years, win- 
ning new adherents to the KSTP 
platform of the basic NBC sched- 
ule plus top local programming. 
Election year is just another year 
in KSTP’s continuing promotion 
campaign. But candidates could 
take lessons from KSTPete. He’s 
been holding meetings where the 
buildings bulge with enthusiastic 
crowds (see item 1 below). There 
have been messages dropped at 
regular intervals into hundreds of 
thousands of Minnesota rural mail 
boxes (see items 2, 3, 4, 5, 6). In 
brief, a persistent and consistent 
audience-promotion campaign 
combining all these features: 


Personal appearances of KSTP's 

. 

Barn Dance group in Minnesota 
towns. (Invitation performances, 
at that!) 


2 Zippy, make-’em-want-to-listen 
*ads in The Farmer, reaching 
147,000 Minnesota farm homes. 


Full-page ads in Land O'Lakes 
* News, reaching 65,000 of Minne- 
sota’s most progressive dairy 
farmers. 


3 


Audience-building ads every 

* week in 344 country newspapers, 
read by goodness knows how 
many people. 


5 Widely-read column, “On the 
*Minnesota Farm Front,” by 
KSTP’s Farm Service Director, 
Harry Aspleaf, published weekly 
by 81 country newspapers. 


o Sprightly radio column, “Around 
*Radio Row,” published weekly 
by 70 country newspapers. 


Results prove that KSTPete 
makes no idle promises. He de- 
livers the goods — effective selling 
in the vital Twin City Market 
plus a huge and prosperous rural 
audience whose constant growth 
is encouraged by the year-round 
promotion campaign outlined 


above. 


50,000 WATTS... 


CLEAR CHANNEL 


Exclusive NBC Affiliate for the 
Twin Cities 


Represented nationally by 
Edward Petry and Company 


| %e 
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Sheaffer Network 


Program Expands 
to Half Hour 


Chicago, Jan. 26.—The quarter- 
hour “World News Parade” spon- 
sored over the full NBC network 
by W. A. Sheaffer Pen Company 
will be expanded to a half hour 
effective with the Feb. 13 broad- 
cast. 

The program, featuring Upton 
Close as commentator, will be 


aired Sundays from 2 to 2:30 
p. m., CWT, and additional fea- 
tures are planned. Russel M. Seeds 
Company is the agency. 


Heinz Renews 


H. J. Heinz Company, sponsor 
of “Information Please,” has re- 
newed the quiz show over the full 
NBC network for 52 weeks, effec- 
tive Feb. 14. Maxon, Inc., is the 
agency. 


Starts 12th Year 
The “Lone Ranger,” sponsored 


by General Mills over the Blue 


Network, will start its 12th con- 
secutive year on the air Jan. 30. 
The program is broadcast from 
7:30 to 8 p. m., EWT, Mondays, 
Wednesdays and Fridays. Dancer- 
Fitzgerald-Sample is the agency. 


Goodyear on CBS 


Goodyear Tire & Rubber Com- 
pany will launch its first campaign 
over a CBS network of 130 sta- 
tions, starting Feb. 6, when it pre- 
sents film star Walter Pidgeon in 
a dramatic series titled “The Star 
and the Story.” The program will 
be heard Sundays, 8 to 8:30 p. m., 


EWT, originating from KNX, Co- 
lumbia-owned outlet in Los An- 
geles. Commercials will be of an 
institutional character. Young & 
Rubicam is the agency. 


Cummer Changes Show 


Cummer Products Company, in 
behalf of Energine, will replace its 
current show, “Battle of the 
Sexes,” with “My Best Girls,” be- 
ginning Feb. 9. The new program, 
a series of fictional dramatizations 
about an average American fam- 
ily, will continue in the same spot, 
Wednesdays 8:30 to 9 p. m., EWT, 


THANKS 
391 


Poultry Tribune 


January 1944 Issue 
Carried 
More Pages* 
of DISPLAY 
ADVERTISING 


than any other 


FARM 
MAGAZINE 


*The January 1944 Issue of 
POULTRY TRIBUNE carried 
70 Pages of Display Advertising 


To cover the most 
responsive section 


of the Farm Market 


eee 
More and more adver- 
tisers are “Plugging the 
$2,000,000,000 Hole” 
in their Farm Paper 
Schedules by using 
Poultry Tribune with its 
500,000 ABC Circulation 


AMERICA’S LEADING POULTRY FARM MAGAZINE 


POULTRY TRIBUNE, Mount Morris, IIl. 


Advertising Age, January 31, 1944 


over 81 stations of the Blue Net. 
work. Young & Rubicam is the 
agency. 


Pillsbury Buys Show 


Pillsbury Flour Mills Com pany 
will begin sponsorship of “Grang 
Central Station,” a new dramatic 
series, on Feb. 19, over 45 CBs 
outlets. The program will be hearg 
Saturdays from 10 to 10:30 a. m,, 
EWT. McCann- Erickson is the 
agency. 


D. L. Clark Renews 


Effective Feb. 27, D. L. Clark 
Company has renewed “Where Do 
We Stand?” for the second year 
on the Blue Network. Heard jn 
behalf of Clark chewing gum, the 
program is aired Sundays 5 to 5:39 
p. m., EWT, over 161 Blue sta- 
tions. Walker & Downing, Pitts. 
burgh, handles the account. 


Shifts to West Coast 


The new “Orson Welles Show,” 
sponsored by Socony-Vacuum Oj] 
Company in behalf of Mobilgas 
and Mobiloil, made its debut over 
the Columbia Pacific network 
Jan. 26. 
The program, first scheduled to 
originate in New York, has been 
switched to Hollywood where it 
is aired Wednesdays from 9:30 to | 
10 p. m., PWT, with KOIN, Port- 
land, rebroadcasting the show at 
the same time Thursday nights, 
Besides starring Welles, the pro- 
gram features guest stars, stooges 
and a name band in a general 
variety program. Compton Adver- 
tising handles the account. 


Purex Starts Commentary 


“Purex Reviews the News,” fea- 
turing news commentator Rex 
Miller, has been launched over a 
Don Lee-Mutual network by 
Purex Corporation, South Gate, 
Cal. The program is_ broadcast 
Sundays at 9:15 to 9:30 p. m, 
PWT. Foote, Cone & Belding, Los 
Angeles, is the agency. 


Canco Advances Three 
to Vice-Presidencies 


R. L. Sullivan, who started in 
the Chicago office of the American 
Can Company, New York, in 1901, 
has been named vice-president in 
charge of the Atlantic division. 
W. J. Wardell, who became comp- 
troller in 1941, has been named 
vice-president and will continue as 
comptroller. W. C. Stolk, who 
joined the company in 1918, re- 
signed to enter service in the first 
world war and rejoined the organ- § 
ization in 1920, has been named § 
vice-president in charge of sales. 


wanted! 


CREATIVE 
ADVERTISING 


WRITER 


We are looking for a man who 
is draft exempt, preferably a 
young 4-F but a man between 
38 and 45 is all right. We pre- 
fer a young wan because we're 
a young agency, but we’re sol- 
idly established and have great 
possibilities for postwar. The 
man we want should be versa- 
tile—he must be creative, able 
to start from scratch on an ac- 
count and build up a program, 
not only on advertising but on 
merchandising as well. Salary 
—well, that’s up to you. Tell 
us what you’ve made and what 
you’ve done. We want a man 
who is worth at least $7500, but 
we're willing to pay a lot more. 
We're located in a large, mid- 
western city. We know you'll 
like it with us. When you write, 
please give us your age, educa- 
tion, experience, including tie 
accounts on which you've 
worked. Include a photograph, 
if possible. 


* 


Write Box No. 4543, 
ADVERTISING AGE 
100 E. Ohio St. 
Chicago (11) 
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TYPICAL ACTIVITIES 
SPONSORED BY THE 
LOS ANGELES TIMES 


VICTORY GARDEN CLUB 
—A wartime service to help 
solve the nation’s food prob- 
lem. Free gardening classes 
. - monthly garden news- 
paper . . special seed bar- 
gains . . garden fair and 
prizes. 1943 membership— 
25,000. 


BOXING TOURNAMENT 
—Open amateur competi- 
tion for Army, Navy and 
War Workers. Proceeds 
from admissions donated 
to charity. Last year’s 
attendance—10,500. 


WOMEN’S SERVICE 
BUREAU—lIdeas, advice 
and “thow to do it” helps on 
fashion, beauty, health and 
cooking. 


Army Ordnance Show sponsored by the Los Angeles Times. A 
two-day spectacle drawing an attendance well over 200,000! 


Letters, personal and tele- 
phone calls during 1943— 


How do you measure a newspaper? 


_By Circulation? By Advertising Linage? Fine! In South- 
Fern California The Times gets the nod on both counts. 


That’s interest. The interest a newspaper creates for—and 
Teceives from— its readers. 


Year ’round The Times sponsors activities with variety 
that provides interest for all—for workers and home-makers, 
for secretaries, executives, and the families of all, young 


and old. 


Note the response. Such interest proves the readership that 
figasures the Los Angeles Times as ‘‘Everybody’s Newspaper.” 


But today there’s another—more important—measure. 


‘ 
3 6 0 
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British Campaign 
Seeks Voluntary 


Coal Rationing 


London, Jan. 3. — Hoping to 
evade once again imposition of an 
actual coal rationing plan, the 
Ministry of Fuel and Power plans 
to stress coal economy this year as 
strongly as it has during the past 
two seasons. 

The Ministry has been spending 
an average of $80,000 a month in 


newspapers during the period 
when economy appeals are most 
effective. The slogan, “Save Fuel 
for Battle,” is employed not only 
in publication space but in a new 
series of posters addressed to Brit- 
ish homes and factories. 

“Ration yourself” is the primary 
appeal to coal users, who are told 
in effect that if they do so suc- 
cessfully they will avoid the an- 
noyance of being told to do so, 
and the cost of having to support 
a heavy administrative expendi- 
ture for rationing organization and 
control, 


A typical advertisement in one 
newspaper series points out that 
five pounds of coal saved in one 
day by 1,500,000 homes will pro- 
vide enough fuel to build a de- 
stroyer. Five pounds of coal are 
used in two hours by a gas fire or 
oven, householders are 
told. 

For some time the Ministry has 
been recommending that each 
home, office and factory appoint 
someone to direct fuel economy 
and thus become a “Fuel Watcher.” 
That name is used as the signature 
to a second series of ads. 


Heads Eaton Paper 


George P. Clayson Jr., vice- 
president of Eaton Paper Corpora- 
tion, Pittsfield, Mass., has been 
elected president, succeeding to 
the post left vacant since the death 
rf ‘wee W. Davis in January, 
1942. 


Horton-Noyes Appointed 
General Fittings Company, 
Providence, manufacturer of wa- 
ter heaters for industrial and home 
installations, has appointed Hor- 
ton-Noyes Company, Providence. 


Tu ERE were headaches enough in publishing a 


newspaper before newsprint rationing arrived, but now we know what 


Thanks 


a real headache is like! And we're grateful to those who supplied 


the aspirin of patience and cooperation when the pain was greatest. 


With no precedents to guide us, we could not 


devise immediate and deft solutions to the many 


for the Aspirin! 


problems which the situation created 


by merely searching the archives 


of experience. There was nothing in the book 


because there wasn’t any book... it had to be written from scratch. 


In the circumstances, advertisers and advertising agencies 


could have nagged and needled us into many a hasty expedient 


which soon would have come unstuck as the strains and stresses mounted. 


But there was no needling, no nagging... and so 


we have worked the harder to fairly apportion all the white space 


which rationing permits us to allot to advertising. 


The headache isn’t gone, but it’s easier to bear because 


of those who bear with us. Again we say, 


thanks for the aspirin! 


CHICAGO 


HERALD -AMERICAN 


Chicago’s Most Widely-Read Evening Paper 


Nationally Represented by 
HEARST ADVERTISING SERVICE 


Dramatic War 
Loan Ad Attracts 
Wide Attention 


(Picture on Page 55) 

New York, Jan. 26.—Requests 
for permission to reproduce the 
dramatic spread, captioned “What's 
It Like to Die?” which appeared 
in Jan. 18 issues of the New York 
Times and Herald Tribune signe 
by 80 of the city’s leading retaijj 
stores in behalf of the 4th War 
Loan, have been pouring into the 
War Finance Committee’s office 
here. 

Showing the body of an Ameri- 
can soldier who has made the sy- 
preme sacrifice on one of the bat- 
tlefronts, it gives a vivid word 
picture of what may have beep 
that soldier’s thoughts in the brief 
moment between the time that the 
bullet hit and death came. 

Cooperative advertising, com- 
prising a spread and signed by all 
the participating stores, appeared 
in nine metropolitan newspapers 
on Jan. 18, opening day of the 4th 
War Loan. Layouts were prepared 
and contributed by three New 
York advertising agencies, there 
being six different pieces of copy 
for the nine papers. 

Layout for “What’s It Like to 
Die?” was prepared and contri- 
buted by Kenyon & Eckhardt, 
Walter Weir, vice-president of the 
agency, wrote the copy. Gerald 
Link, art director, prepared the 
layout, and art work was done by 
Amos Sewell. 

The ad will be reproduced in 
enlarged form for outdoor posters 
in all the yards of Todd Shipyards 
Corporation. Sperry Gyroscope 
Company will use it in a 30 x 10 
foot mural. 

Sherwood King, director of ad- 
vertising for the Treasury’s war 
finance division, has asked permis- 
sion to reproduce it throughout 
the country in car cards and 24- 
sheet outdoor posters. 


P. Duff to Merge with 
American Home Products 


Negotiations have been com- 
pleted for the merger of P. Duff 
& Sons, Inc., Pittsburgh, with 
American Home Products Corpor- 
ation, Jersey City, N. J. The 77- 
year-old Duff company makes va- 
rious baking mixes as well as 
molasses and peanut butter. Sale 
of the company was arranged 
through an exchange of capital 
shares, with American Home 
Products exchanging 30,000 shares 
in the transaction. 

The present management and 
personnel of the Duff company 
will remain unchanged, with John 
W. Weibley as chairman and Wil- 
liam H. Duff II as president. 


Such An Opportunity for 
a Young Advertising Man 
Rarely Presents Itself 


One of the nation’s largest pub- 
lishers (in New York) needs 
a sales-minded advertising 
“comer” to fill the position of 
Assistant Sales Promotion Man- 
ager in its Aviation Publishing 
Division. If you have the vision 
to see beyond the nominal start- 
ing salary ($3,000)—if you wish 
to establish yourself in a strong 
position in association with the 
aviation industry—you will find 
in this organization truly un- 
limited possibilities for ad- 
vancement. 


To qualify you should be be- 
tween 25 and 35, draft-exempt, 
with 3 to 5 years copy experi- 
ence—and serious in purpose. 


Write for interview giving full 
details of your background, and 
tell us why you feel that you 
could go places if given full 
opportunity. 


Box 4518, Advertising Age, 330 
W. 42nd St., New York 18, N. Y. 
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We mean Radio Station KXOK—up to second position in 


morning listening appeal, This “youngster” has forged 
ahead of a 21-year-old “adult in the morning and is in 


sa “This new rating was revealed as a result of a Robert S. 
_ Conlan & Associates coincidental telephone survey 


... on the Blue Network .. .reached this “high” in listen- 
be endionce in Me Louis stations 


Saturday) 56,709 basic calls were made. This was an — 
average of 567 basic calls each hour... almost 142 basic © 
calls ie fifteen minutes .. . or better than 9 calls a 


Small wonder we say somethings UP int Loi. 
DO meon KXOK! 


ig 
"SAINT LOUIS, MISSOURI | 
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Advertiser 
Acousticon Division 
(Dictograph Corp.) ...... ree 

Air Preheater Corp........... 
Alaska Pacific Salmon Co..... 
Allegheny-Ludlum Steel Corp.. 76 
Allis-Chalmers Mfg. Co....... 
American Bird Products...... 
American Cigarette & Cigar Co 
American Dairy Assoc.. 


American Home Products..... 4 
68 
American Tobacco Co......... 15 
Armstrong Cork Co.......... 44 
Aro Equipment Corp.......... 108 
P. Ballantine & Sons.......... 55 
Ballard & Ballard Co......... 62 
Bank of America Natl. Trust & 
Savings Assoc. ............ ee 
78 
Barron-Grey Packing (o0...... 
Bekins Van & Storage........ 83 
Ben Hur Products, Inc........ 87 
Benson & Hedges....... cs 
56 
Bristol-Myers 
Brown & Williamson Tobacco 


Calavo Growers of California. 
Calif. Fruit Growers Exchange 58 
Calif. Prune & Apricot Growers 


67 
Campbell Cereal Co......... 89 
Campbell Soup Co............ 8 
Celanese Corp. of America..... 22 
Chef Boy-Ar-Dee Quality 

84 
Chesebrough Mfg. Co.......... 30 
Chevrolet Dealers ......... 
Chlorine Solutions ........... i 
Clark Bros. Chewing Gum Co. 
Coca-Cola Company .......... 35 
Colgate-Palmolive-Peet ...... 12 
Consolidated Razor Blade Co.. 
Consolidated Royal Chemical 

Continental Baking Co....... 27 


Conti Products 


Corn Products Refining Co... 39 
Coronet Magazine 
MacGregor, Canby 

. 


Cream of Wheat Corp....... . 69 
Cudahy Packing Co........... 66 
Cummer Products Co......... 


Curtis Publishing Co......... dg 
52 
Curtiss-Wright Corp. ; 
Delaware, Lackawanna 

Detroit Bible Class (Radio 

Class) ... 


W. L. Douglas Shoe Co,...... 
104 
Dwight Edwards Co.......... 88 
Electric Companies Adv. 

Elgin National Watch Co..... 48 


Employers’ Group Ins. Co. of 
Boston os 
Fisher Flouring Mills 
Ford Motor Co 
General Aircraft Corp.......... 


General Electric Co............ 11 
General Foods Corp........... 1 
13 
Gerber Products Co........... 110 
Gillette Safety Razor Co...... 70 
21 
Gospel Broadcasting ......... vs 
Gotham Hosiery Co........... * 
Grayson Shops, Inc........... . 101 
Great Atlantic & Pacific Tea 

sou 
Grove Laboratories ........... 100 
Hecker Products Co.......... 
Hercules Motor Corp.......... e« 
Holland Furnace Co........... 71 
Hoover Company ............. 
99 
I. B. Laboratories, Inc......... 
Independent Citizens 

121 
International Silver Co... 
Jenkins Bros., Inc........ 
Andrew Jergens Co.......... ee 
Johns-Manville Corp. ......... 16 
Johnson & Johnson............ 53 
Johnstone Drug Sales Corp.... 117 
Jones & Laughlin Steel Corp... .. 
105 
Kelite Products, Inc.......... 112 
Kellogg Company ............ o's 
Kendall Foods, Inc........... 

= 


tank 


Columbia 
Broadcasting 
Expendi- 


ture 


2,839,573 
103,356 
1,024,971 


7,369 
128,842 
220,191 
142,240 


31,871 


175,023 


187,429 


17,064 
105,037 
22,839 
1,540,680 


eee 


86,596 


4,868,710 
1,114,666 
6,376 
80,573 
784,298 


15,225 


2,046 


or 


65,236 


270,370 
54,441 


30,629 


Blue 
Network 
Expendi- 

ture 


42,912 
117,336 


25,543 


21,266 


298,574 


3,535,412 


29,571 


6,840 


4,953 


1,004,750 


2,223 


1948 Expenditures by Advertisers on CBS, Mutual 


Mutual 
Broadcasting 
Expendi- 

ture 


Total— 
3 Networks 
Expendi- 
ture 


42,912 
117,336 
246,397 


1,288,402 


25,543 


2,839,573 


103,356 


1,024,971 


420,283 
387,528 

7,369 

9,988 
128,842 
220,191 
142,240 


9,744 
543,359 
2,736 
670,230 
31,871 
25,526 
137,942 
21,266 
340,497 
211,287 
44,289 
2,164 
881,387 


2,212 
3,555 
187,429 


17,064 
290,927 
22,839 


1,540,680 


717,936 
783,828 


118,171 
30,588 
643,755 
450,854 
12,528 
697,724 
32,140 
298,574 


4,043,572 
1,158,415 


19,673 
38,910 


2,144 
705,421 
93,081 
966 
482,253 
30,792 
5,323 


4,465 
177,916 
114,763 
886,471 

29,571 
246,139 
2,293 


65,236 


270,370 
54,441 


345,357 
337,106 
676,380 


100,674 
752,695 


4,868,710 
2,879,392 


6,376 
517,896 
784,298 


1,566,130 


30,629 
13,299 


56,313 
106,959 
524,230 
181,356 

47,574 

5,472 
130,970 
1,534 
78,390 
2,730 
16,330 
3,933 


2,046 
298,310 
4,953 
680,867 
865,233 
239,949 
2,568 
4,011 
9,477 
8,615 


1,803,079 


2,223 


Advertiser 
Land O’Lakes Creameries...... 
Langendorf United Bakeries... 
Frank H. Lee 


Lehn & Fink Products......... 
Liggett & Myers Tobacco...... 
Lockheed Aircraft Corp........ 
Loyal Order of Moose.......... 


Lutheran Laymen’s League.... 
Lumbermens Mutual Casualty 
McElroy Mfg. Corp........... 
McKesson & Robbins, Inc..... 
Macfadden Publications ...... 
Manhattan Soap Co........... 
Mail Pouch Tobacco Co....... 
Maryland Pharmaceutical Co.. 
Mentholatum Co. 
Metro-Goldwyn-Mayer ........ 
Metropolitan Life Ins. Co..... 
Miles Laboratories, Inc........ 
Minneapolis-Honey well 
Benjamin Moore & Co..... ‘oan 
John Morrell 
Mueller 
Natl Battery CO... 
Natl. Small Businessmen’s 
Neighbors of Woodcraft, Inc... 
New York Central Railroad Co. 
Northwestern Yeast Co........ 
O’Sullivan Rubber Co.......... 
Pacific Coast Borax Co........ 
Gb. 
People’s CRUPCH 
Phelps DoG@e CO... 
Philip Morris & Co., Ltd....... 
Planters Nut & Chocolate Co.. 
Prince Matchabelli ............ 
Procter & Gamble.............- 
Prudential Ins. of America..... 
Quaker Oats CO. 
Radio Corp. of America........ 
Reader’s Digest Assn........... 
Revlon Products Corp......... 
R. J. Reynolds Tobacco........ 
Richfield Oil Corp. of N. Y..... 
Schenley Import Corp......... 
Schutter Candy Co............ 
Safeway Stores, Inc............ 
Sales Builders, 
Seaboard Finance Co.......... 
Serutan Company 
Shefford Cheese Co............ 
Sherwin-Williams Co. ......... 
Sinclair Refining Co........... 
Dr. Earle S. Sloan, Inc........ 
Socony-Vacuum Oil ........... 
Southern Cotton Oil Co........ 
E. R. Squibb & Sons........... 
Standard Brands, Inc.......... 
Standard Oil Co. of Calif....... 
Stokeley Bros. & Co........... 
Studebaker Company of Am. 
Sunnyvale Packing Co......... 
Sweets Company of America... 
Joseph Tetley & Co., Inc....... 
Trimount Clothing Co......... 


ViekK CO... 
Wander CO. TTT 
Washington Co-op. Ege & 
Poultry ASBR. 
Washington State Apple Adv. 
Welch Grape Juice Co......... 
Wesley Radio League......... 
Western Conference of 


Western Sugar Refinery....... 
Wheeling Steel Corp........... 
Whitehall Pharmacal Co....... 
Williamson Candy Co.......... 
Wilson Sporting Goods Co..... 
Wright Automatic Machine 
We. Writes JP. COs 
Young Peoples Church of the 
asd 
Zonite Products Corp.......... 


Broadcasting 


ddvertising Age, 


and Blue Networks 


Mutual 
Broadcasting 
Expendi- 

turez 


eee 


54,864 


eee 


eee 
see eee 


677,132 


919,440 


72,885 


eee 
eee 


ee eee 


ee eee 


395,420 
583,557 


$12,527,740 


Blue 

Network 

Expendi- 
ture 


12,051 


eee 


10,625 


5,394 


748,062 


eee 


145,180 


ee 


6,327 


anuary 


Tota\<s 
3 Netw orks 
Expendi- 


ture 


12,051 
775,568 
18,252 
09,716 
105,348 
54,864 
448,870 
4,524,100 
516,291 
1,528,780 
358,939 
242,281 
765,458 
117,905 
49,366 
477,729 


279,395 
2,800 
58,991 
18,708 
253,086 
49,612 
40,755 
5,373 
206,232 
8,543 
123,660 
10,625 
1,533,202 


141,826 
27,066 
44,231 

170,626 

5,394 


23,020 
345 
16,184 
7,740 
96,666 
128,574 
69,980 
1,047,467 
536,555 
452,219 
490,899 
10,449 
58,867 
858,095 
37,209 
184,031 
677,132 
684 
591,644 
1,388,259 
129,166 
36,504 
19,623 
29,198 
3,866,722 
574,697 
1,580,328 
298,118 
6,248 
98,016 
2,262,210 
155,462 
497,990 
559,561 
166,630 
4,830 
6,327 
5,723 
919,440 
286,655 
227,660 
5,229 
138,154 
24,128 
16,889 
516,559 
392,070 
12,008 
1,303,784 
54,558 
340,326 
754,384 
168,912 
33,660 
2,141,801 
16,854 


5,880 
787,865 
374 
119,871 
933,538 
139,099 
942,253 
116,465 
17,511 
8,424 
796,731 
472,512 
5,684 
474,786 
441,393 


8,609 


6.951 
260,467 
172,384 


1,092 
204 
10,656 
279,127 
8,764 
29,080 
338,430 
1°,716 


61 351 


1.736 
2,657,183 


Advertis 


Agen 


Ady. Sal 


R. H. Al 
Aubrey, 
N. W. AJ 
G. M. La 
Ted Bat 
Batten, 
Osborn 
Beeson-I 
Benton 
Berming 
Pierce 
The Bio 
Blackett 
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— | Columbia 
R Ran Rank ture R Ran 
51,289 .. 51,289 341,494 39 107,376 
7,954 .. 7,954 38 487,731 44 28,560 .. 
388,462 8 899,940 9 1,528,780 .. 
253,086 
48,849 8 494,510 .. és 40,755 .. 
2,164 .. 79 44,231 .. ws 
10 881,387 90 22,400 .. 148,226 
19 185,890 .. | is 96,666 
41 452,219 .. 
112,780 75 5,391 37 490,899 .. 
508,160 .. 32 541,568 .. 50,076 
Converse Rubber Co.......... 966... 18 832,266 .. | 
6 2,262,210 .. 
114,703 .. 43 392,445 22 167,116 .. 
9,477 .. (shake 9,477 98 16,889 .. 
132,745 .. 132,745 | q 516,559 .. 
102 12,008 .. 
25 754,384 .. 
— 752,695 .. he: 52 33,660 
5,434... 12,274 
33,940 11 439,352 .. 473,292 35 119,871 
1,764,726 19 797,073 .. 31 
12 416,697 57 20,626 is 
es United Airlines Transport Corp. 107 8,424. .. 
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1943 Time Purchases by Agencies on CBS, Mutual and Blue Networks 


Columbia Mutual Blue Total— , Columbia Mutual Blue Total— 
Agency Broadcasting Broadcasting Network 3 Networks Agency Broadcasting Broadcasting Network 3 Networks 
Expendi- Expendi- Expendi- Expendi- Expendi- Expendi- Expendi- Expendi- 
Rank ture Rank ture Rank ture ture Rank ture Rank ture Rank ture ture 
Ady. Sales Council, Inc......... res 36 $ 69,980 $ 69,980 29 $ 472,512 39 §$ 24,874 41 21,266 $ 518,652 
N. W. Ayer & Son.............. 31 353,781 Leighton & Nelson ............ 71 2,046 
G. M. Basford 62 96 96 Lennen & Mitchell, Inc. ........ ve 13 680,867 680,867 
Batten, Barton, Durstine & Addison Lewis & Assoc...... . 45 [a ss - * newkan 37 66,768 141,826 
Beeson-Faller-Reichert, Inc..... 66 -. 7,369 AGY. Bervic® 61 59 2,736 19,800 
Bermingham, Castleman & 14 1,379,828 12 416,697 1 2,486,878 4,283,403 
Blackett-Sample-Hummert .... 3 4,968,438 11 418,427 7 1,293,664 6,680,529 BBV. CO, : 22 112,780 54 5,391 118,171 
w. Earl Bothwell Adv. Agey.. 65 2 9,477 Arthur Meyerhoff & Co......... 9 2,027,945 
Bronson West Adv. Agcy....... oss 53 5,394 5,394 Raymond R. Morgan Co........ 34 42 18,891 271,396 
Brooks Adv. Agcy...........-. 57 31,871 Morse International ........... 56 _ 34,882 seven’ 34,882 
Buchanan & Co. .......-+.++-- 22 Seeman «5 20a’ 27 165,806 995,736 Pacific Natl. Adv. Agcy......... 70 2,282 ere 35 79,307 81,589 
Teo Burnett Co. 68 5,229 14 282,125 287,354 Pedlar 20 ~ 19 355,379 1,353,174 
Harold Cabot & Co. 28 8 54,441 Sayre M. Ramsdell Associates... 28 ae 39 50,076 591,644 
Calkins & Holden ............ 43 4,011 44 16,854 20,865 31 49,366 29 158,016 207,382 
Campbell-Mithun ............. 7 60,716 40 25,543 86,259 Roche, Williams & Cunnyng- 
62 16,330 41 21,460 52 5,472 43,262 24 652,873 36 34,440 11 784,744 1,472,057 
Compton Adv., Inc. .......... 5 3,009,680 4 1,639,360 4,649,040 Ronalds Adv. Agcy............ 58 21,701 
ad 23 279,127 279,127 | Ruthrauff & Ryan, Ine......... 4 4,882,444 8 457,662 5 1,548,950 6,889,056 
Cruttenden & Eger............ 35 ss 246,397 Schwimmer & Scott Adv. Agcy 44 82,999 29 136,811 
Sherman K. Ellis & Co......... 43 89,949 we’ 89,949 Sherman & Marquette, Inc.... 25 si 12 748,062 1,325,578 
Sewin, Waney & CeO. 50 48,849 1 2,128,630 2,177,479 20 324,645 324,645 
Geyer, Cornell & Newell...... 27 49 7,740 557,705 Barton A. Stebbins Adv. Agcy 51 48 12,528 54,943 
Glicksman Adv. Co., Inc........ ++ = = = eseses i‘. ° saeas » 82 117,236 117,236 J. Walter Thompson Co......... 2 4,971,841 10 439,352 3 1,739,692 7,150,885 
40 114,708 .. 114,703 U. S. Advertising Corp.......... «+ 33 42,651 43 18,700 61,351 
Henri, Hurst & MecDonald.... 38 186,471 26 181,356 367,827 Hugo Wagenseil & Assoc...... 57 4,465 4,465 
Dommell AGV. 6 672,061 Walker & Downing ........... 48 51,289 37 32,140 14 551,660 635,089 
Ivey & Billington ............. 3 1,076,100 Milton Weinberg Adv. Co...... 63 13,399 .. j§ 08 13,299 
NO ZOBER CO. cicsccccvseees 39 177,064 21 113,067 18 381,374 671,505 Wm. H. Weintraub & Co....... 30 392,445 15 167,116 22 294,252 853,813 
Clarence Juneau Agcy. ........ 46 1,092 Weston-Barnett, Inc. .......... 42 7,954 
ia .- | 47 13,716 13,716 Young & Rubies 1 6,435,374 30 52,909 922,354 7,410,637 
Kenyon & Eckhardt ........... 32 340,326 5 798,329 10 818,034 1,956,689 Total ......eeeeees $57,951,744 $12,521,302 .. $24,806,919 $95,279,965 
the year was Lever Brothers Com-|ler, Inc., $919,440; and Kellogg | $6,889,056, mosed out Blackett- 


(BS and Blue 
Release Figures 
on ‘43 Business 


Both Show Important 
Gains in Gross 
Sales of Time 


_New York, Jan. 27.—While Na- 
tional Broadcasting Company re- 
fused, as it has for the past two 
years, to release figures on time 
purchases by advertisers or agen- 
cles, Columbia Broadcasting Sys- 
tem and the Blue Network this 
week released 1943 figures in de- 
tail. Corresponding figures for 
Mutual were released last week. 
CBS showed total gross billings 
for the year of $57,951,744, with 
General Foods Corporation, spend- 
ing $4,868,710 on the network, the 
leading 1943 time buyer. Second 
largest user of CBS time during 


pany, with $4,524,100, and third 
was Procter & Gamble Company, 
with $3,866,722. 

Young & Rubicam placed the 
greatest amount of CBS time, with 
a total of $6,435,374; J. Walter 
Thompson Company was second, 
with $4,971,841, and Blackett - 
Sample-Hummert, with $4,968,438, 
was in third place, while Ruthrauff 
& Ryan occupied fourth with $4,- 
882,444. 


Huge Gains Shown 


The Blue showed gross billings 
for 1943 of $24,869,948, with Coca- 
Cola Company ($3,535,412) the 
leading advertiser. Second was 
Ford Motor Company, $2,355,908, 
and third was General Mills, 
$1,764,726. 

D’Arcy Advertising Company, 
which handles Coca-Cola, was the 
leading agency buyer of time on 
the network, with Maxon, Inc., in 
second place with $2,486,878 and 
J. Walter Thompson Company in 
third place with $1,739,692. 

Mutual’s gross for the year, as 
reported here last week, was $13,- 
841,608. Leading clients on the 
network were Gospel Broadcasting 
Association, $1,566,130; R. B. Sem- 


Company, $798,329. Agency lead- 
ers were Erwin, Wasey & Co., 
$2,128,630; R. H. Alber Company, 
$1,566,130; and Ivey & Ellington, 
$1,076,100. 


Blue Grosses $25,000,000 


All of the networks reporting 
showed substantial gains in gross 
billings over 1942. Mutual was up 
43.6% from the previous year, 
when its gross was $9,636,122. 
Columbia was up 27.1% from its 
1942 gross of $45,593,125. The 
Blue’s increase was 57.6% over its 
1942 gross of $15,782,493. 

General Foods, with its expen- 
diture of $4,868,710 on CBS, was 
the largest advertiser on all three 
networks combined. Coca - Cola, 
with $4,043,572, was in second 
place, and Procter & Gamble, with 
combined expenditures of $3,866,- 
722 on the three nets, was in third 


place. On the three networks, 22 
advertisers spent $1,000,000 or 
more each. 


On combined billings on the 
three networks, Young & Rubicam, 
with a total of $7,410,637, was in 
first place, closely followed by J. 
Walter Thompson Company with 


$7,150,885. Ruthrauff & Ryan, with 


Sample-Hummert, with $6,680,529, 
for third place. 

Complete figures, by advertisers, 
of expenditures on all networks, 
including NBC (which is not in- 
cluded in the above) will be pre- 
sented in next week’s issue of 
ADVERTISING AGE, which will also 
carry individual advertisers’ ex- 
penditures in national magazines 
and farm papers. 


Crosley Shifts Tay 


Clarence S. Tay, formerly man- 
ager of the Chicago factory branch 
of the Crosley Corporation, has 
been named automotive product 
manager at the main office of the 
company in Cincinnati, O. The 
company recently discontinued its 
Chicago branch and transferred 
the distribution of its products in 
Chicago and adjacent territory to 
Harry Alter & Brothers, Chicago. 


Hoffman Advanced 


Vergne L. Hoffman, advertising 
manager of Nutrition Research 
Laboratories, Chicago, has been 
named assistant to the managing 
partner. 


Drops Saturday 
‘Help Wanted’ Ads 


The Chicago Tribune has discon- 
tinued publishing “help wanted” 
classified advertisements in its Sat- 
urday editions, thereby furnishing 
an extra five full pages to all other 
types of advertising each week. 
“Help wanted” advertising volume 
was increasing far beyond its just 
proportions in the face of paper 
rationing, and if the increase 
were permitted to continue, “help 
wanted” ads would use newsprint 
at the expense of other types of 
advertising, it was explained. 

In the first quarter of 1944 the 
Tribune must use 23% less news- 
print than it did in the same quar- 
ter in 1943, but by employing new 
ideas and economies it expects the 
total volume of advertising will 
remain nearly as great as last 
year. 


Lipskin to Columbia 
Lawrence H. Lipskin, who left 
Columbia Pictures last August to 
join Donahue & Coe, New York, 
will return to the motion picture 
company Feb. 7 as advertising 


Radio Station 


ives 


War Bonds! 


away 


Bond goes to 


Directory as well as telephone book 
used for names, It’s merchandising 
like this that produces lowest sales 
cost per dollar spent. 


BALTIMORE 


TOM TINSLEY, President 
Represented Nationally by HEADLEY-REED 


Radio station W-I-T-H in Baltimore 
ties in 30-day promotion with 4th 
War Loan Drive! 8 Bonds given 
away each day. If name called 
isn't listening to station . . . value of 


next name. City 


manager. 
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Althouse in New Post 


S. L. Althouse, formerly man- 
aging editor of the Poultry Item 
and associate editor of American 
Poultry Journal, has been named 
eastern editor of Poultry Tribune, 
managing editor of Hatchery Tri- 
bune and associate editor of Tur- 
key World, Mt. Morris, Ill. 


‘Detroit News 
Tops ‘43 Field 
in Advertising 


"Washington Star,’ 
Former Leader, Drops 
to Third Place 


Chicago, Jan. 26.—The Detroit 
News has replaced the Washington 
Star, perennial leader in total ad- 
vertising, and ranks at the top on 


the basis of Media Records figures 


for 1943, released this week. 

The Detroit News amassed a to- 
tal of 24,584,884 lines of advertis- 
ing to lead the first 50 newspapers, 
both six and seven day, as meas- 
ured by Media Records. The Chi- 
cago Tribune, in fifth place last 


year in total advertising, moved 
up to second, with the Washington 
Star third, the Milwaukee Journal 
fourth and the New York Times 
fifth. 

Despite paper rationing and 
other problems, the leaders gen- 
erally stepped up advertising vol- 
ume during 1943. The Detroit 
News, for instance, exceeded the 
top 1942 linage by more than l,- 
500,000 lines last year. 

The New York Times led week- 
day morning papers in general 
advertising during 1943, with a 
total of 2,982,770 lines. Among 
evening papers, the Chicago Daily 
News was first in general, with 
3,192,116 lines. The Times also led 
the Sunday paper list, with a total 
of 2,359,041 lines. 

The first 50 leaders in total ad- 
vertising for 1943 include: 

Detroit News—B & 8......24,664,884 
Chicago Tribune—M & §...24,263,295 
Washington Star—E & S..23,961,794 
Milwaukee Journal—E & S. 23,864,490 
New York Times—M & S. . 23,687,671 
Baltimore Sun—E & S..... 22,311,459 
Philadelphia Inquirer— 


8. Los Angeles Times—M & S 20,720,015 
9. Los Angeles Examiner— 


19. Akron Beacon Journal— 


11. New Orleans Times 
Picayune & States—M&S_ 17,844,370 
12. New York Herald Tribune— 
13. Pittsburgh Press—E & S...17,271 
. St. Louis Post-Dispatch— 
15. New York News—M & §S...16,933,510 
16. Cleveland Plain Dealer— 


17. Washington Times-Herald 


18. Dallas Times-Herald— 

19. Boston Herald—M & §S..... 16,003,596 
20. Newark News—E.......... 15,830,834 


21. Houston Chronicle—E & 8S.15,508,455 
22. Philadelphia Bulletin—E ..15,444,104 
23. Buffalo News—E .......... 15,172,994 
24. Minneapolis Star Journal 

& Tribune—E & §S....... 15,091,623 
25. Seattle Times—E & S.....15,077,567 
26. Baltimore American News 

Post— B S&S... 14,957,650 
27. Atlanta Journal—E & S...14,713,818 
28. Columbus Dispatch— 

29. Detroit Times—E & 8..... 14,656,988 
30. Dayton News—E & S...... 14,630,103 
31. Oakland Tribune—E & S..14,614,275 

Toronto Star— 


32. Washington Post—M & S..14,354,150 
33. Indianapolis Star—M & S..14,291,112 
34. Dallas News—M & §S....... 14,146,513 


Equipment 


standing. 


LUTHER C. ROGERS 
Chairman and 
Management Advisor 
L. C. HOPPE 
First Vice-President, 
Assistant Chairman 


Should Know What 


PRINTING PRODUCTS CORPORATION 
Can Do For Them 


and Organization 
Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


is unusual — Operation 


SPECIALISTS IN THE PRINTING OF 


CATALOGS PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 
tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
art of printing orders in which we specialize — from ILLUSTRA- 


IONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 
National Bank of Chicago and other banks. 
rates Printing Products Corporation and associates over $1,000,000 highest 


PROPER QUALITY 


because of up-to-date equipment and best workmen. 


QUICK DELIVERY 


because of automatic machinery and day and night operation. 


RIGHT PRICE 


because of superior facilities and efficient management. 


A printing connection with a large, reliable printing establishment will 
save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


NATIONAL AND LOCAL 


Dun & Bradstreet, Inc., 


is Day and Night. 


Monotype 
setting. 


desired. 


as fast as 


service as 


COMPANY) 


PRINTER SPECIALISTS 


Artists 


Engravers 


Electrotypers 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 


Clean Linotype, 


All Standard Faces 


of type and special faces, if 
Good Presswork — 


one or more colors. 


Facilities for Binding 


Mailing and Delivery 


completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


(THE FORMER ROGERS & HALL 


and Ludlow type- 


the presses print. 


fast as copies are 


H. J. WHITCOMB 

Vice-President and 

Assistant Director of 
Sales 


L. C. HOPPE 
and Telephone Wabash 3380—Local and Long Distance Secretary 
President and POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS W. ©. FREELAND 
Director of Sales Treasurer 
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35. Rochester Democrat & 


Chronicle—M & §S....... 14,110,319 
36. San Francisco Examiner— 

37. Memphis Commercial- 

Appeal—M & S.......... 13,994,696 


38. Portland Oregonian—M & 8 13,614,555 
39. Birmingham News Eve- 
ning & News-Age-Herald 


Sunday—E & S.......... 13,593,836 
40. Boston Traveler—E........ 13,590,403 
41. Boston Globe—M & 8S...... 13,387,357 
42. Philadelphia Record— 

43. New York Journal 

American—E & S........ 13,352,004 
44. Syracuse Herald Journal 

& American—E & §S.....13,256,208 
45. Hartford Times—E ....... 13,254,926 


46. Louisville Courier-Journal 
47. Miami Herald—M & S.....13,119,697 
48. Detroit Free Press—M & S 13,082,768 
49. Pittsburgh Sun-Telegraph— 
13,049,917 


The first 10 leaders in genera] 
advertising among weekday morn- 
ing papers include: 


Lines 

1. New York Times..... 2,982,770 
3. New York Herald Tribune. . 2,613,029 
4. Chicago Tribune ...........2, 
5. Baltimore Sun .......... 
6. Washington Post ....... 
7. Philadelphia Inquirer 

Toronto Globe & Mail 
8. New Orleans Times- 

9. Washington Times-Herald . 2,034,835 

Montreal Gazette .......... 1,764,519 


The first 10 weekday evening 
papers in the general advertising 
classification include: 


Lines 

1. Chicago Daily News........ 3,192,116 
2. Philadelphia Bulletin ...... 3,189,946 
3. Boston Traveler 2,703,679 
Montreal Star 2,660,476 

4. Buffalo News ..............2,550,052 
5. Detroit News ...........+-.2,444,583 
Montreal La Presse.........2,417,189 

©. BOM 2,374,369 
Toronto Star 588 

7. Newark News ...........+.2,349,064 
8. New York World-Telegram. 2,306,885 
9. Cincinnati Times-Star .....2,296,856 
10. Washington Star ..........2,280,888 


The top 10 in general advertis- 
ing among Sunday papers for 1943 
include: 


Hirschfield Advanced 


vertising staff of Hearst publica- 
tions 


years, has been named local ad- 


H. James, resigned. 


Robert D. Wheeler has been 
named manager of Novelty Press, 
Inc., New York, publisher of Tar- 


Williams Takes 
War Assignment 


ing manager, RCA Victor Division, 
Camden, N. J., has undertaken an 


with the company. He will return 
to his original post when the new 
task is completed. 

In the meantime, J. L. Hall- 
strom will direct Victor’s record 
advertising and sales promotional 
activities, in addition to retaining 
his duties as record merchandise 
manager. 


If it’s 
A TEST 


you want... 
TAKE 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion, 


Survey of Prevideace 


Lines 
1. New York Times...........2,359,041 
2. New York Herald Tribune. . 2,030,148 
3. Cleveland Plain-Dealer ....1,963,294 
4. Los Angeles Examiner...... 1,463,702 
5. Seattle Post-Intelligencer ..1,430,121 
6. Buffalo Courier-Express ...1,424,299 
7. San Francisco Examiner... .1,421,404 
8. New York Journal American 1,407,903 
9. Milwaukee Sentinel ........ 1,396,534 
10. 


Syracuse Herald American. .1,385,986 


Jerome Hirschfield, on the ad- 
in Milwaukee for many 


vertising manager of the Milwau- 
wee Sentinel, succeeding Francis 


Wheeler Named Manager 


get, Blue Bolt, and 4-Most Comics. 


J. M. Williams, record advertis- 


important war work assignment 


NEW HAVEN | 
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Worth Kram- 
er, president 
and general 
manager of 
Station WGKV, 
Charleston, 

Va. has been 
commissioned. a 
lieutenant (jg) 
in the navel re- 
serve and is 
now stationed 
at Princeton, 


Worth Kramer 


Tf 

Mr. Kramer 
began his radio career 14 years 
ago, joining a Columbus, O., sta- 
tion while still a student at Ohio 

Wesleyan. In 1932 he joined 
Cleveland, then WGAR in 

the same city, where he became 
program director. 

Lansing P. Moore Jr., former 
vice-president of Holden, Stedman 
& Moore, Detroit agency, has been 
promoted to corporal, non-com- 
missioned officer in charge of pub- 


Follow this 
2-POINT PLAN! 


d Sales Tomorrow 


SPOT YOUR MARKET! 
IT'S ALL YOURS! 


: The powerful searchlight of ad- 
vertising in a Haire Specialized 
Business Paper picks a market 
‘all yours—100%. Because read- 
ers are already selected in a 


Don't let wartime limitati 
create bad will with your deal- 
ers. Helping them intelligently 
through their own market paper 
means established good will now 
and assured peacetime profits 


Wistion £quipment House Furnishing Review 
& Underwear Review Infants’ & Children's Wear 
& Gloss Journal Linens & Domestics 
Decorative Furnisher Luggage & Leather Goods 
Fashion Accessories Notion & Novelty Review 
HAIRE 


BUSINESS PAPERS 
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lic relations for a fighter command 
stationed with the 13th AAF in 
the South Pacific. Moore was one 
of the founders and a past presi- 
dent of the Junior Adcraft Club 
of Detroit. 

Briscoe B. Ranson III, assistant 
account executive of Ruthrauff & 
Ryan, New York, has received an 
appointment as an officer in the 
Army Transport Service for over- 
seas duty. 

Raymond J. Peck, vice-president 
and general manager of Interstate 
United Newspapers, New York, 
publishers’ representative, has 


been into the armed 


forces. 

William A. Lotz, account execu- 
tive of Burton Browne Advertis- 
ing, Chicago, has joined the Navy 
and is stationed at Great Lakes 
naval training station. 

Comdr. William J. Conners Jr., 
USNR, publisher of the Courier- 
Express, Buffalo, has been named 
assistant executive officer of the 
naval training station at Sampson, 
N. Y. He was a naval aviator in 
the last war. 

Charles Harding III, son of J. M. 
Harding, assistant publisher of the 


inducted 


Omaha World-Herald and a for- 
mer member of the paper’s adver- 
tising staff, has been commissioned 
an ensign in the Navy and is sta- 
tioned at Cornell University. 


Increases Ad Budget 


Eclipse Food Products Corpora- 
tion, Providence, R. I., manufac- 
turer of flavoring extracts, has in- 
creased its 1944 advertising by 
about 50% and will go into radio 
on a much heavier scale. News- 
papers will also be used. Joseph 
Maxfield Company, Providence, is 
the agency. 


Fry to Perry-Brown 


Fred W. Fry has resigned as 
assistant to the president of Oil 
City Refineries, Cleveland, to join 
Perry-Brown, Inc., Cincinnati 
agency, as account executive, ef- 
fective Feb. 1. 


Joins ‘Western Family’ 


Saul Z. Oppenheim, formerly 
advertising and sales promotion 
manager of Scholastic Magazines, 
New York, has been named sales 
promotion manager of Western 
Family, Los Angeles. 
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Lobbyist Advertising 
Hit by President 


Certain types of institutional 
advertising are resented at the 
White, House, it would appear, 
from a remark included by Mr. 
Roosevelt in his message to Con- 
gress Wednesday on the soldier 
vote bill. 

Specifically, the White House 
registered its irritation at the use 
of advertising to present a view- 
point on legislation, or to influence 
Congressional opinion. 

The statement appeared in a 
passage of the message where the 
President renewed his attacks on 
the lobbyists’ groups which alleg- 
edly “fill the cocktail bars of 
Washington and the halls of Con- 
gress.” 

Declaring that the soldiers “had 
no lobby or pressure group on 
Capitol Hill to speak for them,” 
the President asserted that they 
are not ordinarily permitted to 
write their Congressmen, “nor do 
they put ads in the papers or 
stimulate editorial writers or col- 
umnists to make special appeals 
for them.” 

Mr. Roosevelt’s antipathy for 
lobbyists and for columnists is an 
accepted fact, having been voiced 
many times in the past, most re- 
cently in his Christmas message 
to the nation and the troops over- 
seas. His mention of advertising 
in this category is something new. 

Renewal of the campaign against 
lobbyists and newspaper col- 
umnists came after the Cairo and 
Teheran conferences, when the 
President returned to find the re- 
negotiation law on the block in 
Congress, and the stabilization pro- 
gram cracking up under fire from 


By STANLEY E. COHEN, Washington Editor 


the farm bloc, labor and the oil 
interests. 

The President has never pre- 
viously expressed displeasure in 
public with advertising, so it must 
be assumed that his remarks were 
prompted by some of the lobbyist 
advertising which has appeared in 
notable quantity recently in Wash- 
ington and New York newspapers, 
much of it devoted to measures 
which the White House opposes. 


* * 


OWI has settled down to one of 
its most difficult information cam- 
paigns, the job of explaining in- 
come tax form 1040 and 1040-A 
to the 50,000,000 persons who will 
be obligated to file returns by 
March 15. 

With the forms more compli- 
cated than ever, and nearly 20,- 
000,000 new taxpayers and non- 
English speaking citizens included 
in the ranks of those who will file, 
the campaign will involve all the 
machinery at OWI’s command— 
except advertising. 

Advertising had to be omitted 
from the program when the Bu- 
reau of Internal Revenue officials 
became finicky. Although news- 
paper ads had been prepared for 
local sponsorship under the regu- 
lar Treasury program, Internal 
Revenue turned it down for policy 


reasons. 
* * * 


On the subject of income taxes, 
Congress will probably go into the 
possibilities of tax form simplifica- 
tion as a result of newspaper and 
popular demands, resulting from 
first contact with form 1040 and 
1040-A. 

While no one can criticize the 
Treasury for these forms in view 
of the complicated tax laws, Rep. 


a trying situation. 


New York: DAN A. CARROLL = Chicago: JOHN E. LUTZ 


“The situation 
is well in hand” 


Daily newspapers are doing yeoman service 
in the Toronto area in their double duty of serving 
both readers and advertisers. The Evening Tele- 
gram, which covers the third largest Enalish- 
speaking group of readers in Canada, is giving 
a maximum of live news from its own correspond- 
ents and syndicate press services, and has managed 
—desnite war-time difficulties and restrictions— 
.to satisfy the needs of its manv advertisers. The 
greatly anoreciated co-operation of advertisers 
and advertising agencies is doing much to alleviate 


Tue Eveninc Tetecram 


Toronto’s Most Interesting Newspaper 


TORONTO 


CANADA 


Knutson and Rep. Carlson, both 
members of the House ways and 
means committee, have committed 
themselves to an effort to ease the 
income taxpayer’s problem. 

Any simplification of tax forms 
would depend on changes in the 
law, for instance, incorporation of 
the victory and income tax in a 
single schedule, a proposal ap- 
proved by the House but rejected 
during the conferences on the cur- 
rent tax bill. 


One of the most strongly sup- 
ported proposals would relieve 
persons subject to withholding 
taxes of their March 15 return. 
While such regulation would re- 
lieve irritation, reduce paper work 
and simplify administration, it 
also removes the machinery for 
adjusting overpayment or under- 
payment which result from change 
in family status and other individ- 
ual problems. 

Another proposal would extend 
the short form so that all income 
groups up to $5,000 could avoid a 
detailed accounting. Others would 
eliminate the earned income credit; 
consolidate normal and surtaxes 
and create new schedules to aid 
single persons, or special income 
groups such as professional or 


business interests. 

Whatever is decided for next 
year, it might be some stimulus to 
morale to remember that the pres- 
ent forms 1040 and 1040-A were 
prepared after the Treasury had 
enlisted every kind of aid in 
achieving simplification, including 
experts in advertising, public rela- 
tions, printing and typography. 
The result is still a mess, the 
Treasury admits, mostly by reason 
of the victory tax, with its compli- 
cated dependency and postcredit 
features. 

* 

The War Department released 
three pictures of Douglas trans- 
ports flying the amazing “Burma 
Road” to China last Friday, the 
first graphics to be distributed 
showing these aircraft in the area. 
One compelling reason for lifting 
the lid, it is said, is to enable U. S. 
aircraft manufacturers to solidify 
their postwar prespects with evi- 
dence of the work commercial 
planes are doing in the war. The 
British had been extremely effi- 
cient in distributing pictures of 
Churchill using British planes 
during his historic flights. 


Postmaster General Frank C. 
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Walker will retain his Cabjng, 
post, despite his withdrawal fron, 
the Democratic national chairmap. 
ship. Although the career 
James A. Farley raised the notioy 
that the postmaster general 
frequently the chairman Of the 
party in power, this notion is falge 
for few national chairmen hay 
held Cabinet rank. Mr. Walke 
is personally interested in the op. 
eration of the department, devot. 
ing full time and attention t 
modernization of its administra. 
tive machinery. 


Those 4,500,000 radio tubes WpR 
has promised for civilians are stjjj 
on order, rumors of postponement 
of the program notwithstanding 
Officials predict that the tubes wij] 
be in production this quarter, ip 
spite of a story which leaked oy 
of the Navy department recently 
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Bli Joi JWT 
George E. Bliss, formerly with 
Batten, Barton, Durstine & Osborn, 
has joined J. Walter Thompson 
Company, New York. 


farmer. 


A salesman was doing his best to sell a 


subscription for a farm magazine — to 


an elderly and moderately-prosperous 


Finally, he came to what had always 
been a sure-fire, clinching argument. 

“And this magazine,” he declared, “will 
teach you how to be a better farmer.” 

“Heck,” drawled the farmer, “I ain’t 
half as good a farmer right now, as I know 
how to be.” 
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Ad Plans Told 
Gruen’s Second 
Wartime Meeting 


Cincinnati, O., Jan. 25.—Contin- 
ued war bond promotion, an insti- 
tutional campaign telling its pro- 
duction of war instruments, and 
actual merchandising of Curvex 
and Veri-Thin watches will be 
undertaken by Gruen Watch Com- 
pany during the first half of 1944. 

The largest part of the extensive 
advertising budget, according to 
Benjamin S. Katz, president, will 

into war bond copy. This and 
other details of the program were 
revealed last week at the com- 
pany’s second wartime conference 
of officers, executives and _ sales 
personnel. Advertising plans were 
unfolded by Don S. Hall, assistant 
director of advertising, and John 
J. McCarthy, vice-president of 
McCann-Erickson, Gruen’s adver- 
tising agency. 

It was announced at the meeting 


that Gruen’s “protective custody” 
advertisement, scheduled during 
the 3rd War Loan and widely used 
in local newspapers by hundreds 
of individual jewelers, had won an 
award as one of the best bond ads 
prepared during 1943. 


War Instruments First 


Mr. Katz stressed the fact that 
until the United Nations win the 
war, production of precision in- 
struments for naval vessels, war 
planes and field hospital equip- 
ment will continue to be the com- 
pany’s primary objective. In addi- 
tion to precision instruments for 
war, Gruen is supplying large 
quantities of watches to the armed 
forces. 

In announcing the first quota 
which Gruen hopes to deliver to 
jewelers this year, Mr. Katz em- 
phasized to the sales representa- 
tives that it was the company’s 
desire to continue to give retailers 
the company’s full support and 
wholehearted cooperation. The ad 
program includes radio, maga- 
zines and trade _ publications, 
dealer display pieces, and the 
Gruen house organ. Dealer helps 
include suggested outdoor and car 
card copy, and direct mail. 

In using radio, the company will 


continue its musical spots on indi- 
vidual stations, signed by the com- 
pany except when it sponsors pa- 
triotic programs in association with 
Owl. 


National magazines on the ’44 
list include Collier’s, Fortune, 
Life, Mademoiselle, Newsweek, 
The Saturday Evening Post, Time 
and Vogue. Gruen also will use 
trade and professional journals 
reaching doctors, nurses and engi- 
neers. 


Heads Radio Ad Group 


Stanley H. Manson, public re- 
lations manager, Stromberg-Carl- 
son Company, Rochester, N. Y., 
has been named program chair- 
man of the advertising committee 
of the Radio Manufacturers Asso- 
ciation. 


Pushes New Vitamin 


Copy for Vita-Vim multiple cap- 
sules, a new vitamin product of 
the Nyal Company, Windsor, Ont., 
has broken in Canadian dailies. 


Nelson Resigns 

Jack Nelson, vice-president and 
general sales manager of the Rock- 
Ola Mfg. Corporation, Chicago, has 
resigned, effective Feb. 1. 


For Postwar 
Bumper Crop 


Do your now / 


RE you half as good a “farmer” as you 
A know how to be? As a manufacturer, 
your fields need plenty of cultivation, now. 
Most fertile field for many products is the 
department store. It was so before Pearl 
Harbor. It will be so again, come V-day. 


Have you something to sell 


ment stores, now? Good. Then you'll want 
to tell inerchandise-hungry stores, now. 


to depart- 


Are you all tied up with war production 


... but expect to have something to sell 


when the war ends? Good again. You can 


be cultivating the department 
now, with a long-range advert 


paign. Such cultivation, and only such cul- 


tivation, can yield a bumper 
crop of sales for you after the 
day when the bells ring for 
Victory. 

Sharp and effective tool for 
cultivating the department store 
field is Department Store Econo- 
mist. With it you regularly place 
your own message before the 
members of the entire store 


store field, 
ising cam- 


Postwar services? What do store cus- 
tomers expect? Answers from 3000 
customers of record in the several 
income and social brackets made head- 
line news for all members of the de- 
partment store management team in 
December Department Store Economist. 
This as well as other features such as 
“What do brands mean to Postwar | 
December 
high light, make DSE editorial and 
reporting service must reading for 
alert store executives. Advertisers 


employment?,”” another 


profit accordingly. 
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management team — and at the time when 
vital decisions are in the making. Get them 
all on your side now and you'll be in a 
strategic position for V-day and every day. 

Call in our representative. He'll be glad 
to help you plan an advertising campaign 
for present or postwar selling that will keep 
your competitive position firmly estab- 
lished until “harvest time” ‘arrives 


TORE 


CCA 


Gillette Adds 


Television to 
Fight Broadcast 


New York, Jan. 29.—Radio and 
television people, agencies and 
advertisers, watched with interest 
last night the spectacle of a single 
commercial sponsor using two net- 
works simultaneously—one airing 
a prize fight from Madison Square 
Garden, and the other telecasting 
the same event. 

The broadcast of the Beau Jack- 
Sammy Angott fight and others on 
the program, went out over the 
Mutual network, while the actual 
blow-by-blow telecast was carried 
by NBC’s television station, 
WNBT, with the Philco television 
outlet, WPTZ, picking up the tele- 
cast for those in the Philadelphia 
area, and General Electric’s sta- 


tion, WRGB, doing likewise for 
video set owners in the Albany- 
Troy-Schenectady area. 

A spokesman for NBC pointed 
out that while there was every 
reason to feel that owners of tele- 
vision sets would have been well 
satisfied in viewing the fight with- 
out sound, NBC nevertheless 
brought along an announcer who 
interpolated running comments 
while not actually giving a blow- 
by-blow account of the fights. 

Both the broadcast and telecast 
were sponsored by Gillette Safety 
Razor Company, Boston. Maxon, 
Inc., is the agency. 


Thrasher to Jones 


Allen Thrasher, formerly an 
account executive with Perry- 
Brown, Inc., Cincinnati, nas been 
named account executive special- 
izing in newspaper media for the 
Ralph H. Jones Company, Cincin- 
nati. 


This vast crea > 


can be yours > 


You dominate the air now in this 
territory with WWL, New Orleans 
—the only 50,000-watt, clear channel 
station for hundreds of miles. 


THE GREATEST SELLING POWER 


Conqueror 


millions of people ap, 


WIN IT WITH WWL, NEW ORLEANS 


WWL’s famous shows—and CBS 
talent—have built tremendous aud- 
ience-loyalty that will remain your 
postwar competitive advantage. ¢ 


NEW ORLEANS 


50,000 WATTS 
CLEAR CHANNEL 


IN THE SOUTH'S GREATEST CITY 


CBS Affiliate—Nat'l Representatives, The Katz Agency, Inc. 
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Aircraft Tells of 
‘Service Station 


the country’s largest fixed base 
operators, is acting—inaugurating 
improvements and changes in 
sales, advertising, maintenance 
and service that are necessary, it 
believes, not only to keep abreast 


of current trends, but to keep 
ahead of the inevitable postwar 
transformation in flying. 

With a color spread in Southern 
Flight, prepared by Stanley J. 
Ehlinger Advertising, Tulsa, Okla., 
the company has launched a series 


of Air’ for Flyers 


Fort Worth, Tex., Jan. 26.— 


While many persons are talking 
about postwar aviation, the Air- 


of page advertisements, alternat- 
ing with half pages, in aviation 


is aimed at operators now using 
fleets of airplanes in various train- 
ing programs and at the individual 
plane owner. They are told that 
Aircraft Sales offers repairs and 
maintenance and dealer services 
similar to those provided motorists 
by automobile service stations and 
dealers. 

“Here in the Southwest this or- 
ganization has brought the fixed 
base operator and the individual 
flying his own plane a new con- 
ception of airplane service, main- 
tenance and repair based on the 


service,” says the text. It adds: 
“Here you will find it’s as easy to 
fly in for the work you need as 
when you drive in to your local 
service man for a lubrication or to 
have a dent removed from the 
fender of your automobile.” 


Servicing Must Improve 


Leslie H. Bowman, head of the 
$500,000 company founded in 1939, 
declared that just as better planes 
with better engines will be avail- 
able after the war, so must the 
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craft Sales Company here, one of| trade publications. Current copy 


maintenance and servicing of these 


proved principles of automotive | planes be better. 


| ea time a Copywriter uses two sheets of paper 
when one would do... there's less paper to make 
cartridge boxes for a kid on Tarawa... 

Every time an Advertising Manager orders more 
proofs than he’s really going to need... it cuts the supply 
of waste paper available for making blood plasma boxes... 

Every time a Promotion Manager burns old displays 
and mailing pieces ...an order for helmet linings may 
- have to wait a little longer... 


Remember—the waste paper you throw away or have 
buried in old files makes or wraps more than 700,000 
items used by our fighting forces. 


Right now waste paper is so short that 25 war plants 

have had to close already... and 100 more are un part-time. 

This emergency is so critical . . . the need so desper- 

ia ate... that the Government is being forced to meet 
‘ many current needs with precious wood pulp. 


That’s one reason why you're finding it increasingly 
difficult to get paper board cartons and containers 
... and to buy advertising space in newspapers and 
magazines. 


SAVE 


A BUNDLE A WEEK 


SAVE SOME BOYS LIFE 


Hence it’s not only good patriotism, but good busi- 
ness foryour company to do something aboutthis, NOW! 


* * * * 


As in the case of scrap metal, Donald Nelson has called 
on the Newspapers of America to help organize the 
nation for this Waste Paper Drive. 


HERE’S WHAT WE'VE GOT TO DO: 


To keep the mills running, the country must turn in 

8,000,000 tons of waste paper this year and that’s 

2,000,000 tons more than was collected last year— 
166,000 tons more per month than present collections! 


The paper is available. The problem is to dig it out 
and collect it. Here’s how you can do your part: 


1. APPOINT YOUR OWN “WASTE- magazines, cartons, stationery. 


PAPER SPOTTER.” Make it his 
job to search out your company's 
waste paper. You have more 
than you think! 


2. “BUNDLE” YOUR PAPER. Make 
packages of newspapers, 


. TURN IT IN NOW. Your city 


has made special preparations 
to collect it. See your local news- 


paper. 


. Write your dealers and distribu- 


tors. Urge them to do the same. 


For information concerning this campaign, write or wire 


U. S. Victory WASTE PAPER Campaign 


370 LEXINGTON AVENUE, N.Y. 17, N. Y. 


PUBLISHED IN THE INTEREST OF THE U.S. VICTORY WASTE PAPER CAMPAIGN BY THE SCRIPPS-HOWARD NEWSPAPER 


“Changes are occurring more ll 
frequently than most people rea]. # 
ize,” he said, “and those that wilj a 
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cant in the advancement of flying The c 
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San Francisco, Jan. 26.—Califor. makers 
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tional advertisements in February 

will warn the public, especially Som« 
pleasure seekers and persons with cal ap} 
non-essential business, to side-step cerned 
the city for the duration. be an 

Describing San Francisco as the their p 
major hub from which radiate war when 
moves in the Pacific, copy justi- with te 
fying this seemingly inhospitable throug 
action, will say: “We want you some 
to enjoy San Francisco when you availat 
come. This city and its region are want t 
too busy and crowded now to nesses 
entertain you.” Advertisements ence | 
are scheduled for the Feb. 26 Sat- shops 
urday Evening Post and Feb. 28 erator: 
Life. ances, 

Foote, Cone & Belding, San the m 
Francisco, is the agency. nesses, 
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Display Geddes’ Models 

“War Maneuver Models,” cre- — 


ated for Life by Norman Bel 
Geddes, are being exhibited at 
the Museum of Modern Art, New 
York. The exhibition, which 
opened Jan. 26 and will continue 
through Mar. 5, consists of accu- 
rate scale models and photographs 
of battle formations, tactical oper- 
ations, geographical representa- 
tions and terrain in various thea- 
ters of the war. 


SELLING NEW HAVEN’S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers . . 
100,000 readers daily! 


JOURNAL-COURIER 
NEW HAVEN, CONN. 
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The care with which the dis- 
tilling industry is considering its 
public relations problems is indi- 
cated by a decision not to attempt 
a war stamp sales promotion drive 
similar to those which have been 
conducted successfully in the drug, 
department store and other fields. 
Such a plan was proposed and 
complete details worked out by 
Chicago liquor executives, who 
felt that it would be a fine thing 
to suggest to patrons of taverns 
and liquor stores that they take 
their change in war stamps. Part 
of the plan called for the tavern 
owner to assist regular patrons in 
filling stamp books and converting 
them into bonds. The idea got 
careful consideration by the policy 
makers of the industry and they 
finally turned it down. It was 
decided that some people might 
think the liquor trade was trying 
to stimulate drinking in taverns 
through this promotional effort. 


Keep your eye on Wheatoata, 
little-known product of Ralston 
Purina Company. This combina- 
tion rolled-wheat and rolled-oat 
cooked cereal is due for some 
aggressive promotion by the St. 
Louis cereal company in the near 
future. 

* 

Quite understandably, theater 
owners don’t like to talk about it, 
but as things shape up right now, 
newspaper display ads and mar- 
quee banners this summer will not 
make any reference to “20 degrees 
cooler inside,” unless the theaters 
are well stocked with freon, a gas 
refrigerant used in modern air 
conditioning plants. Theaters will 
be restricted in its use to what 
they have on hand, and will be un- 
able to replenish their stocks until 
Washington says okay. By that 
time the summer may be over. 

* 


Some manufacturers of electri- 
cal appliances profess to be con- 
cerned over what they feel will 
be an influx of service men in 
their particular field after the war, 
when returning soldiers, armed 


» with technical knowledge acquired 


through military training, plus 
some ready cash which will be 
available on demobilization, will 
want to set themselves up in busi- 
nesses for which their war experi- 
ence has qualified them. Repair 
shops for servicing radios, refrig- 
erators and other electrical appli- 
ances, it is thought, will be among 
the most popular types of busi- 
hesses, and the effect on regular 
trade channels is not expected to 
be too good. Others who have 
made the same forecast think that 


CLOSE TO THE 
FRONT IN NEW YORK 


Within range of business 
and pleasure — the Belmont 
Plaza. A convenient Mid- 
town address-only 3 
blocks from Grand Central 
and Rockefeller Center. 800 
rooms with bath (tub and 
shower). Radio. Complete- 
ly redecorated and § 3 


under new manage- 
ment...... From 


Special monthly rates 

Heme of the famous 

opular night 


Excellent ban- 
quet and meet- 
ing facilities. 


"RECTION: EMIL H. RONAY 


instead of being viewed with 
alarm, the phenomenon of the 
service men getting into business 
for themselves may do a lot to 
revive the waning spirit of enter- 
prise which the CED is trying so 
hard to stimulate. 
* % * 

Many dentists are using bar 
stools for the purpose of relieving 
the great strain on their feet, legs 
and back which results from 


standing for hours in a strained 
position. For years dentists have 
retired more frequently because of 
fallen arches, varicose veins and 
weak backs than because of the 
infirmities of age. Many dentists 
who, loaded with civilian work as 
the result of so many professional 
men being taken by the Army, 
have tried bar stools say they help 
a lot, though the present emer- 
gency may result in formerly dis- 
carded ideas for a _ scientifically 
designed revolving stool for dental 
work being revived. 
* * 

The Grocery Manufacturers 

Association committee on public 


relations, which has been explor- 
ing the whole subject of an inte- 
grated program for the industry, 
will meet next month, and inside 
information is tkat a _ well-ad- 
vanced program will be presented, 


Daly's Tea Copy Breaks 


Advertising for Daly’s tea has 
broken in eastern Canadian dailies, 
placed by A. McKim Ltd., Mont- 
real, in behalf of Daly Tea Com- 
pany, Napanee, Ont. 


ready for the fund-raising stage. 
* * 


Copy Always FITS... 


without bother of counting words! 


Handy card simplifies copy fitting. Merely 
set typewriter as indicated on card and 
8-pt., 10-pt. and 12-pt. copy goes line-for- 
line as you type it. Your copy blocks will 

is required. You can expect addi- Money pack, if, not pleased. 
tional promotional effort behind a Advertising Service, Liberty Building, 


akima, Washington. 
this salvage drive. 


Latest unofficial information on 
paper salvage is that collections 
are running little better than half 
a million tons a month, whereas a 
minimum of 700,000 tons monthly 


tising effectiveness! 


outstandingly preferred 


REPRESENTED 


ON AVE. at 49th ST., NEW YORK 


other Los Angeles daily newspaper. 


We have chosen to keep the 


Herald-Express in its position as the 


During the newsprint shortage, 
volume of advertising linage ceases to be even a 


secondary gauge of this newspaper’s actual adver- 


For years the Los Angeles Herald-Express 
has had the largest circulation of any daily news- 
paper in the entire West. Today finds it with 
circulation at an all time high—and, from all in- 


dications, with less space for advertising than any 


301402 


OAILY WET PATO 
for 3 Months Ending September 30, 1943 


daily of 


GOVE WIth THE PULP! 


Western America—although this means the tem- 


porary loss of advertising volume and revenue.* 


The Herald-Express has been, is and will 
continue to be the Number One advertising buy in 
Los Angeles. Your use of smaller space and more 
frequent insertions during this emergency will not 
only assure profitable contact with the present tre- 
mendously rich market which this newspaper cov- 


ers, but will find you firmly established in the even 


greater postwar era. a 
at 

* In October, 1942, the Herald-Express carried 

705,966 lines of display advertising—in October 


1943, only 511,551 lines. 


necessary to omit more than enough advertising to 


Lack of space made it 


have shown a substantial gain. 


LOS “ANGELES 


HERALD-EXPRESS 


LARGEST CIRCULATION OF ANY DAILY NEWSPAPER IN THE WEST 


NATIONALLY 


BY 


PAUL BLOCK AND ASSOCIATES 
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Canadian Editors 
Consider Wartime, 


Postwar Problems 


Toronto, Ont., Jan. 25.—Discus- 
sion of possible government con- 
trols after the war and other 
postwar tasks confronting Canada 
provided one of the highlights of 
the recent two-day national edi- 


tors’ conference here. 

Indicative of the growing im- 
portance attached by the govern- 
ment to the power and usefulness 
of the periodical press, the con- 
ference was an elaboration of the 
1943 meeting. More than 150 
members of the Periodical Press 
Association of Canada from 
throughout the Dominion attended 
the sessions, at which were pre- 
sented off-the-record pictures of 
conditions on the inflation, prices, 


markets in the Middle West. 


NEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in— 


‘“‘CONCENTRATED”’ 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


THE CHICAGO DEFENDER 
THE MICHIGAN CHRONICLE—DETROIT 
THE LOUISVILLE DEFENDER 


Sold separately or in combination 
Write for information: 

GEORGE T. HOPEWELL, 

CHICAGO OFFICE: 75 E. Wacker Drive 


Exclusive Representatives 


food, distribution and war finance 
fronts. 

In group discussions, the con- 
ferees considered conversion to 
peacetime production and the 
threat of postwar flooding of mar- 
kets with war materials adaptable 
to civilian use. Farm and imple- 
ment prices, and food conservation 
and rationing problems, also were 
discussed, 


Johnson to ‘Journal’; 
4 Others Promoted 


C. Haldane Johnson, formerly 
advertising manager of Fisk Tires 
division of U. S. Rubber Company, 
New York, has been named assist- 
ant to Neilson M. Mathews, vice- 
president and general manager of 
Farm Journal, Philadelphia, which 
recently acquired Pathfinder. 

Promoted to new posts were 
T. W. Lord and R. G. Phillips, 
named New York managers, re- 
spectively, of the Farm Journal 
and Pathfinder; and W. H. Ben- 
nett and George B. Bassler, Chi- 
cago managers, respectively, of the 
Farm Journal and _ Pathfinder. 
T. C. Budington has joined the 


New York staff of Pathfinder. 


James D. Shouse, v.p. of Crosley Corp. and genl. mgr. of WLW, 
gave the Advertisers’ Club of Cincinnati the benefit of his experi- 
ences on a recent trip to England with a talk on the international 
radio picture... 

Publicity and advertising for the Chicago chapter’s drive for the 
’44 Red Cross war fund is in the hands of Leo Burnett, head of the 
agency of that name. Mr. Burnett has named James E. Weber of 
his agency as vice-chairman of the committee, and other members 
are: W. T. White, Wieboldt Stores; John Lechner of Foote, Cone & 
Belding; R. J. Scott of Schwimmer & Scott; W. L. Stensgaard, head 
of the display company bearing his name; and G. W. Cunningham 
of Sears, Roebuck. . . 

Charles H. Garland, sales mgr. of WBBM, Chicago, who was 
elected Des Plaines, Ill., alderman in ’37, and mayor of the town 
in ’41, has tossed his hat into a 
bigger political ring. He has 
been chosen GOP candidate for 
Congress in the 7th district. . . 

Chester B. Lord, former ad 
mgr., of Endicott - Johnson 
Corp., now a banker, has given 
his 15-room residence at Endi- 
cott, N. Y., to the Boys’ Club of 
Greater Endicott. The house, 
known recently as the Bradford 
Lord Memorial Hospital, in 
memory of Mr. Lord’s son, has 
been used for treatment of in- 
fantile paralysis patients, but 
the decrease in the number of 
cases has caused the decision to 
put the premises to wider 


use, 
oe f STUDIES LAYOUT — Eric Zimmerman, 
Alvin Goette, assistant ad advertising manager of Railway & In- 
mgr. of the Democrat & dustrial Engineering Co., Greensburg, 


Chronicle, has been reelected 
president of the Salesmen’s 
Club of Rochester, N. Y. 

Nat Leverone, chmn. of the 
Automatic Canteen Corp. of 


Pa., looks over his company's "Check 

the Facts" series, in which each ad 

carries a check list of products. A 

check mark moves down the list each 

month, with current copy featuring the 
checked item. 


Here is multiple market coverage 
no one agency can offer you 
* except a member of the 


NATIONAL ADVERTISING 
AGENCY NETWORK 


PROOF of ABILITY and CAPACITY 


* 109 Principals, each a seasoned agency 
executive 


661 Employees 
724 Clients in many fields of industry 
Place $6,200,000 of space and time 
Total volume approximately $8,000,000 
Radio— $1,200,000 

Newspapers— $1,400,000 

Farm Magazines— $580,000 

General Magazines— $630,000 

Trade and Business Papers—$1,800,000 
Car, Bus and Outdoor —$260,000 


Ss eee + 


Boston. . . . Roy Elliott Company Fort Wayne é‘ . Louis E. Wade, Inc. St. Louis . . Oakleigh R. French & Associates 

Buffalo . Tyler Kay Company, Inc. Grand Rapids . Webber Advertising Agency San Francisco . . Garfield & Guild, Advertising 

Cedar Rapids . Ambro Advertising Agency, Inc. Hartford Julian Gross Advertising Agency Seattle Sharp Advertising Agency 

Chattanooga . F _ The Purse Company Kansas City . Carter-Owens Adv. Agency, Inc, Syracuse . Flack Advertising Agency 

bel Troy, Ohio. Ralph Dalton & Associates 

Chicago . . C. Franklin Brown & Company Los Angeles Lee Ringer, Advertising Tulsa Stanley J. Ehlinger, Advertising, ine. 

spi Cincinnati a Julian J. Behr Company Memphis Merrill Kremer, inc. Uties . ‘ Fred D. Stevens Company 

Cleveland . Carr Liggett Advertising Agency Milwaukee. ° Hoffman & York Washington . . Henry J. Kaufman, Advertising 

we Des Moines N. A. Winter Advertising Agency Peoria . . Mace Advertising Agency, Inc. Wilmington . . John Gilbert Craig, Advertising 

Detroit . ° . Witte & Burden Philadelphia . Roland G. E. Uliman Organization York, Pa. J. G. Kuester & Associates 


WATIONA 


PROGRAM 


For THE Post-Wak selling you are now planning, 
you will want an advertising agency with in- 
timate contacts in key trade centers. 


Population shifts— some permanent — empha- 
size the importance of local market information. 


The 28 members of the NaTIonaAL ADVERTIS- 
AGency Network—linked together by 
closely-knit bonds for nearly twelve years, are 
accustomed to, and experienced in cooperative 
service. 


If you are planning to use an agency or if you 
need broader service for effective national or re- 
gional coverage, you can gain no greater benefits 
for your sales organization than to call in your 
nearest NAAN member agency. You gain the 
immediate advantage of 27 “branch offices”’ to 
give intimate, accurate, localized support to your 
marketing, selling and advertising campaign. 


NATIONAL ADVERTISING AGENCY NETWORK 


Oakleigh R. French, Managing Director 
4235 LINDELL BOULEVARD, ST. LOUIS 8, MO. 


America, who is also one of 
the 13 originators of the Anti-Superstition Society, tells a story 
on Sidney Strotz, Coast vice-pres. of NBC, another one of the so- 
ciety’s founders. The first meeting of the group was held in the 
Chicago Stadium, which Strotz was then operating, and on the way 
home he crashed his car into an “L” pillar. “He hasn’t been to a 
meeting of the Anti-Superstition Society since,” says Leverone. . 

In the Central Presbyterian Church, New York, Frederica Barker 
became the bride of Kipp Soldwedel, formerly in the art dept. of 
Foote, Cone & Belding. A reception at Sherry’s followed the cere- 
mony, then a wedding trip to Canada. The bridegroom holds an 
honorable discharge from the Army air forces. . . 

Grace Episcopal Church, New York, was the scene of another 
wedding recently when Joyce Garn, on the Sunday staff of the New 
York Times, wed Gordon G. Agner Jr., a member of the ad dept. 
of the same paper. . . Booming business is reflected in the purchase 
of a four-story house at 26 E. 64th St. by Edward L. Bernays, New 
York public relations chief. . . 

According to Walter Winchell, Henry Ewald, head of the Camp- 
bell-Ewald Co., lost a $1,000 bet with Dan Golenpaul, producer of 
“Information Please” for H. J. Heinz, on the ability of Amos ’n’ 
Andy to lead all comedy ratings by Jan. 1, 1944. The team got 
back on the air last October. Ewald lost the bet and in accordance 


FIELD DAY—This group, photographed at Marshall Field's cocktail party cele- 

brating the opening of the Chicago Sun's eastern advertising office, are, left 

to right: Mr. Field, head of Field Publications; Eve O'Flynn; Ralph H. Whitaker, 

eastern ad manager of Chicago Sun; Wally Brooks, ad manager of the Sun; 

Bennett Cerf, president of Random House; Silliman Evans, publisher, Chicago 
~ Sun; Jack Gafford, national advertising manager of the Sun. 


with the agreement with Golenpaul, has sent his check for one 
grand, payable to the USO, to Winchell for transmission. . . 

Edwin A. Sutphin, natl. ad mgr. of the New York Sun, is recov- 
ering at the Hackensack Hospital from a fractured arm he suffered 
in a fall on an icy pavement near his home in Rutherford, N. J. . - 
An exhibit of photographs made in Venezuela by Albert Greenfield, 
former ad mgr. of the Raygram Corp., N. Y., were shown at 4 
dinner given by the Pan American Society at the Waldorf Jan. 26. 
Mr. Greenfield, a well known amateur photog., has been conducting 
a one-man good neighbor campaign with pictures he has made on 
numerous trips to S. A. and the Caribbean. He was recently dis- 
charged from active duty in the Army... 

Ed Lethen, Chicago mgr. for Macfadden Women’s Group, who has 
devoted most of his spare time to the Coast Guard since the war 
began, is now Lt. Lethen of the Coast Guard Temporary Reserve 
and vice-commodore, Chicago district, Coast Guard Auxiliary. All 
of which means that he serves the Coast Guard without pay in his 
off hours, while pursuing his normal occupation during the day. .- - 
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Feb. 9-11. American Manage- 
ment Association, midwinter in- 
hystrial relations conference, Pal- 
er House, Chicago. 

Feb. 15-16. Inland Daily Press 
association, winter meeting, Hotel 
Fherman, Chicago. 

May 25-27. Associated Business 
Papers, annual spring meeting, 
estchester Country Club, Rye, 


June 4-7. Advertising Federa- 
ion of America, annual meeting 
nnd second war advertising con- 
erence, Hotel Sherman, Chicago. 
June 6-8. Public Utilities Ad- 
vertising Association, annual meet- 
ng, Palmer House, Chicago. 


Include‘Something 
or Pop, Creator 
of ‘Terry’ Advises 


Chicago, Jan. 26.—‘Throw 
something for pop.” 

This advice, tendered to 300 
ndvertisers and agency men at a 

uncheon at the Blackstone Hotel 
oday by Milton Caniff, creator of 
‘Terry and the Pirates” for the 
etropolitan Group, today’s host, 
ay explain some of the more re- 
ent and ornamental additions to 
he so-called comic strip. Mr. 
aniff, tossing off bits of philos- 
pphy between strokes of his facile 
rayon, said that since Dad has to 

‘expound the daily comics to his 
offspring, he is entitled to some 
such recompense as the alluring 
urves of the Tiger Lady. Unless 
ather does derive some pleasure 

“from his daily chore, the price of 
he newspaper may not be forth- 

‘coming. 

Mr. Caniff told his audience 
mever to expect any weekend 
denouements in the comics. Too 
many subscriptions are renewed 
on Saturday to permit any varia- 
ion from the rule of constant sus- 

pense. 

The artist, who, incidentally, 
does his drawing with his left 
and, not only reproduced the 
protagonists of “Terry and the 
Pirates,” but leading characters 
from “Mail Call,” a strip he pro- 
fides for the Army. Meticulous 
accuracy is the key to both offer- 
ings, but in at least one instance, 
Mr. Caniff admitted, he made an 
error in the Army strip, being re- 
proached in a letter headed “Sub- 
ect: Mail Call—Mistake in.” 


in 


“HI JINX!” 


When she 


w 
Mpected a born Mom and Pop 


Therefore “Jinx.” On 


b., COVers of over 50 magazines. 
eerily featured in “Cover Girl’, the 
Jinx Falkenberg is the 
cture Subject. Takes an alluring 
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omes hist an hour for modeling. 
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otion w the stop value of any pro- 
ny but ¢} hy waste expensive space on 
etterhe: ie best? Clip this ad to your 
roofs ad and we'll send you FREE 

Ss and details of our unique $5-a- 


0 
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very Bemotion photos or mats for 


EYE* CATCHERS, Inc. 
10 E. 38 St., New York 16 


Aull Heads New 
Electric Sign 


Association 


Chicago, Jan. 25.—John Aull of 
the Swanson-Nunn Electric Com- 
pany, Evansville, Ind., was elected 
president of the newly organized 
National Electric Sign Association 
at the recent meeting here of sign 
manufacturers and their suppliers. 

Designed to help members cope 
with today’s problems and “de- 


velop activities to meet the chal- 
lenge of postwar sign business,” 
the organization program calls, in 
part, for the development of “new 
opportunities for the sale, manu- 
facture and maintenance of elec- 
tric signs”; research in new mate- 
rials and production methods; 
establishment of ‘“employer-em- 
ploye relations of high moral 
character for the collective benefit 
of advertisers who will depend on 
the responsibility of the members 
of this association to provide such 
services”; and the application of 
“sound and ethical business prac- 
tices.” 


Headquarters have been estab- 
lished at 224 S. Michigan Ave., 
Chicago, with Maurice R. Ely, for- 
merly a lighting sales engineer 
with Sylvania Electric Products, 
New York, as executive secretary. 


Henry Joins Horder’s 


Warren G. Henry, formerly with | 
the Merchants Bureau of the 
Chamber of Commerce, Kalama- | 
zoo, Mich., has been named to the | 
newly created position of super-| 
visor of sales training at Horder’s, | 
Inc., Chicago, office supply com- 
pany. 


Named Art Director 


James Flora, for the past year 
assistant art director of Columbia 
Recording Corporation, New York, 
has been appointed art director. 


"ARE YOU SELLING THEM EFFECTIVELY? 


You should have counsel 
on how to reach the growing 
$7 Billion Negro Market. Consult" 


EVERY 10 
$45 Fifth Avenue + New York, N.Y 


NO. 5 OF A SERIES OF STATEMENTS 
by Leading Exporters about the Latin American Market. 


TIME Air Express is read by over 

83% of U. S. citizens south of the 
Rio Grande, and by the Latin Ameri- 
cans who have the closest commercial 
connections with the United States. 
Through all Latin America this 
group of top-flight readers exercises 
the strongest influence over the pur- 
chase of U. S. products and services. 


THE WAY TO REACH THE KEY PEOPLE IN LATIN AMERICA, 


Vice-President 


Davis Sales Co.; 


Already in this series, D. H. Bellamore, General 
Export Manager, Republic Steel Corp.; John W. 
White, Vice-President and General Manager, Westing- 
house Electric International Co.; Thomas McDonald, 
and Export Manager, Minneapolis 
Honeywell Regulator Co.; and Peter St. C. Christie, 
Director of International Trade and Advertising, R. B. 


have told you how important 


to the Latin American market is the goodwill of the 
English-speaking residents there, 
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Ink Makers Held 
to 50% of 1941 
Chrome Pigments 


Washington, D. C., Jan. 26.— 
Adequate supplies of colored 
printing inks will be available for 
essential government and private 
jobs, WPB officials believe, despite 
the adoption of M-370 this week, 
limiting ink manufacturers to 50% 
of the chrome pigments they used 
during 1941. 

While the colored ink situation 
will tight as a result of the 
new restrictions, officials believe 
that inventories already in the 
hands of printers, together with 
ingenuity on the part of manu- 
facturers, will provide sufficient 
ink to meet all but the least essen- 
tial demands. 

For several months production 
of inks involving chrome pigments 
has been under tight WPB con- 
trol, with materials granted under 


directive each month. The order 
adopted this week assures manu- 
facturers of 50% of their 1941 
quota of chrome yellow, chrome 
green, chrome orange, molybdate 
chrome orange and hydrated 
chrome oxide. Oxide green and 
zinc chromate will be under com- 
plete allocation. 

In addition to meeting the de- 
mands of industry, ink manufac- 
turers will be expected to fill gov- 
ernment orders from their chrome 
allocation, without additional sup- 
plies. Officials had considered this 
factor in fixing the industry’s 
quota at 50%, while other chrome 
pigment users were held down to 
25%. 

Chrome chemicals had been 
tight since the fall of 1943, when 
military demands cut into supplies 
available for the manufacture of 
paints, inks, coated fabrics, leather 
finishing and other purposes. The 
pigments have been particularly 
effective for war purposes, includ- 
ing camouflage and the prevention 


of corrosion of metal. 


Rubber Reports 
on Drive to Win War 


An 80-page booklet, reporting on 
“The Rubber Industry and the 
War,” has been issued by the Rub- 
ber Manufacturers’ Association, 
New York. Addressed to two typ- 
ical Americans, “John Howard and 
his wife Mary,” the illustrated 
booklet describes the part played 
in the war effort by some 500 dif- 
ferent American companies that 
manufacture articles out of rub- 
ber. 

The report declares that the rub- 
ber industry has gone to war on 
three production fronts: (1) to 
make all the rubber products es- 
sential to win the war, (2) to make 
other “non-rubber” products that 
have to be made to win the war, 
and (3) to “make the rubber itself 
—synthetically!” The booklet is 
designed to show how the indus- 
try has taken on these three war 
jobs with a speed and drive “that 
spells doom for the enemies of 
freedom.” 
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The rates for this department 


tatives Available,” 


cash with order. All 


The Advertising Market Place 


“Positions Wanted,” “Representatives Wanted,” and “Represe:.- 
30 cents a line, minimum charge $1. 
other classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


are as follows: “Help Wanted.” 


Ternis 


(single insertion 


HELP WANTED 


Assistant Advertising Manager with 
industrial manufacturer. Good op- 
portunity for young man who is 
capable of preparing technical bulle- 
tins, direct mail material, publicity, 
and editing house organ. When re- 
plying, please state age, education, 
draft status, salary desired, and sub- 
mit a brief personal history covering 
past experience. All replies held con- 
fidential. 

Box 4553, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ARTIST: Advertising agency has ex- 
cellent opportunity for steady artist 
who appreciates ideal home living 
conditions in midwest city of 125,000 
plus. Should be able to do excellent 
layout and lettering. Give age, ex- 
perience, references and draft status. 
This is not a temporary war job. 
Box 4554, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED 


Industrial Advertising Copywriter 


A midwestern, industrial manufacturer requires the serv- 
ices of an experienced copywriter. The man selected for this 
position should have had broad experience in writing copy 
for industrial and technical products. The knowledge of 
layout, artwork and production would be beneficial although 
not essential. This company is the leader in its field and this 
position offers excellent opportunities. Your reply should 
state age, draft status, experience, salary expected, and should 
include samples of your recent work. Address Box 4555, 
Advertising Age, 100 E. Ohio St., Chicago (11). 


An Opportunity for 
Advertising Man to Live 
In the Land of 10,000 Lakes 
An energetic and fast-growing man- 
ufacturer of commercial feeds lo- 
cated in a County Seat town of 5,000 
in the state of Minnesota has an 
opening for an advertising man with 
a background of copy-writing to 
handle printed material, trade paper 
and radio advertising. Experince in 
feed or agricultural lines desirable. 
However, we will consider advertis- 
ing experience in other fields. Ability 
to address farmer-dealer meetings 
will be considered an asset. Please 
give salary requirements, age, and 
experience in first letter. 

Box 4551, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Tl. 


ARTISTS: Men and women, black 
and white. Finished drawing and let- 
tering experience. Bring samples. 
The Visking Corporation 
6733 W. 65th St., Chicago, Illinois 


HOUSE ORGAN WRITER 
Many of the clients of this agency 
now publish House Organs. All 
highly created, highly personalized. 
No boiler plate. If you enjoy house 
organ creative writing, investigate 
this permanent position. Outline 
your experience, send samples, state 
aecery required, and send photo on 
first letter. Replies confidential. 

Box 4548, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 


ASSISTANT ADVERTISING 
DIRECTOR 

A major air lines has a permanent 
place in its advertising department 
for an alert, experienced advertising 
man familiar with both copy and 
production. State qualifications in 
detail including a full record of edu- 
eation, experience, draft status, etc. 

Box 4546, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Advertising space salesman wanted 
by magazine of national circulation. 
Excellent opportunity for a man 
who is able to prove that he can get 
results. Must have ample contacts 
among advertisers and advertising 
agencies. Adequate drawing account 
against commission. Write full par- 
ticulars. 
Box 4545, ADVERTISING AGE 

330 W 42nd St., New York 18, N. Y. 


the Diary of an Ad 


ordered in this way. 


The Diary of an Ad Man 
Is No More! 


It is with deep regret that ApvertisiINc AGE announces the discontinuance of 
an. The author, one of America’s outstanding advertising 
men, finds it impossible to spare the time which preparation of this feature 
entails, and has reluctantly been forced to abandon it, after a year and a half 
in which it has developed the largest and most enthusiastic following ever 
achieved by any feature in the advertising press. 


A new feature which we believe will carry on the high tradition of the Diary 
will be launched in these pages within a few weeks. 


In the meantime, regular readers of the Diary, including the hundreds who 
have inquired about republication of the material, will be pleased to learn that 
all of the Diary entries which have been published in this column since mid-1942 
will shortly be published in book form, and will bear the author’s name. 


Because of paper limitations, Apvertisinc AGE desires to gauge the demand 
for copies of the book as closely as possible, and therefore invites advance 
reservations. The author of the Diary has agreed to autograph each copy 


Please use the coupon below in making your reservation. 


Apvvertisinc Acre, 100 E. Ohio St., Chicago 11 
Please reserve for me..........copies of DIARY OF AN AD MAN, at $3 each, 
postpaid. In consideration of this advance reservation, my copy is to be per- 
sonally autographed by the author. I enclose $..........in full payment; or, 
bill me for this order on date of publication.................. 


Address 


Export advertising man wanted by 
Missouri manufacturer of refrac- 
tories. World-wide market already 
developed. The position involves 
preparation of literature, trade pa- 
per insertions, direct mail cam- 
paigns, and aiding dealers estab- 
lished throughout the world. Prefer 
man with nowledge of Spanish, 
Portuguese and French, but not ab- 
necessary. Excellent op- 
portunities for present and future. 
Box 4533, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN. We need exclu- 
sive services of space salesman in 
Great Lakes, midwest territory. 
Headquarters in Chicago. Must have 
ability to contact and close high type 
of business executives in fields 
served by our three magazines... 
GAS, utility industry business paper 
with national circulation; BUTANE- 
PROPANE News, leading nation- 
wide book in liquified petroleum gas 
field; WESTERN METALS, which 
circulates to the metal industries of 
the eleven western states. Don’t 
answer unless available now and in- 
terested in permanent position. Tell 
all in first letter...age, draft status, 
education, training, experience, ref- 
erences, salary requirements. 

WESTERN BUSINESS PAPERS, Inc. 

1709 W. Sth Street 
Los Angeles 14, California 


George Williams 
GEORGE WILLIAMS 
Commercial Personnel 

Advertising & Publishing Positions 
Openings for trade paper editors and 
sales promotion managers. 

209 S. State St. Chicago, Il. 


Established Mid-west agricultural 
publication has opening for capable 
advertising salesman with headquar- 
ters in Chicago. Give age and full 
particulars as to education, experi- 
ence, draft status and compensation 
desired, All replies confidential. 
Box 4541, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Experienced trade paper representa- 
tive covering north central states 
ean adequately handle one more 
good publication on a straight com- 
mission basis. Capable of giving 
representation that will build and 
hold a profitable volume of business. 


Box 4549, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


ADVERTISING AND MERCHA). 
DISING SALES PROMOTION 
MANAGER 
Over 15 yrs. with top notch Depart. 
ment stores in Chicago and midweg; 
Familiar with every detail of sale 
promotion and merchandising 
everything sold in Departmen; 
Stores regardless of its nature, Cap 
take on, for a manufacturer any 
product sold to department store 
and put it across. Draft exept, 
Box 4550, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ii], 


POSITIONS OPEN 
We specialize in advertising persop. 
nel, male and female. Positions now 
available with advertisers, agencies 
publishers and in radio. Transap. 
confidential. No registration, 
ee. 


FRED MASTERSON 
Sinclair Masterson Personnel 
310 S. Michigan Avenue, Chicago, I, 


RECENT HOME ECONOMICS GRAD, 
Foods & Institution Management Ma.) 
jor desires position in experimenta| 
development & writing work. 
Box 4547, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il, 


Situation Wanted: Past experience 
sales promotion manager and sales. 
man—intangibles, also Point-of-Sales 
Advertising, creative and sales— 
through National Advertisers and 
others. Good Personal 
sales. Would make good pinch-hitter 
and hard-worker for interests of em- 
ployer. Exceptional references. 
Box 4544, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Executive 

Space Salesman 
position with publication 
agency or manufacturer where abil- 
ity to plan, to write, to create, to pro. 
mote, sell and manage advertising 
counts, 14 years retail, newspaper 
and publication experience. Salary 
requirement $4,000 to $6,000. Now 
employed with trade publication, A-1! 
references, Age 39. Married. 

Box 4540, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Assistant Advertising Manager, now 
in job many would envy, is tired of 
being a client, wants to get back 
into agency business and go back to 
work, 
and account executive on national 
accounts, 
automotive, few can equal. 39, mar- 
ried, children. 
Box 4542, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


ADVERTISING AND SALES 
PROMOTION 

Need help in preparing for post-war 
marketing? Draft-exempt advertis- 
ing executive, eleven years of suc- 
cessful experience with $20-million 
Chicago manufacturer, has time for 
solving advertising problems of sev- 
eral small or medium size firms. 
Experienced in all phases of adver- 
tising—planning, production, copy- 
writing, editing house organs, and 
sales promotion. 

Box 4513, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


BUSINESS PAPER EDITOR-MANA- 
GER with 11 years experience desires 
position with San Francisco pub- 
lisher or agency. Skilled in all 
editorial functions; layout, paste-up, 
buying scripts, art, photos; knows 
circulation promotion; was directly 
responsible for $14,000 monthly ad 
billing, sold advertising, directed 
branch offices in same, created mail 
literature, expert letter writer. Good 
understanding of principles which 
make for successful publishing in 
any field. 

Box 4510, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


EVANS L KREHBIEL 
Humorous illustrations in any me- 
dium. Shall be glad to consult with 
you regarding your accounts. 

437 N. Michigan Ave.—Studio 2503 
Chicago, 11, I1l.—Sup. 4750 


SPACE SALES EXECUTIVE with 2) 
years successful sales experience oD 
leading newspapers and magazines. 
Fully capable of heading sales staff 
or managing branch sales office. In- 
terested in executive sales position 
on national or large sectional, gen- 
eral, farm or women’s magazine oF 
their representatives. Prefer area 
Chicago westward. In the forties 
and ready for responsibility. Perma- 
nent basis only. Starting salary 
$5000 upward. 
, Box 4512, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 


ADVERTISING REPRESENTATIVE 
Associate editor leading industrial 
trade paper seeks space selling posi- 
tion, Chicago territory. Four years 
newspaper display space selling ex- 
Well-rounded publication 
ackground. College graduate, draft 
exempt. 
Box 4552, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Salesman, New York 

representative; magazine, trade jour- 
nal, commercial experience, W 
contacts, successful sales record. 
Box 4478, ADVERTISING AGE 

330 W. 42nd St., New York City, 18 


MISCELLANEOUS 

Order “Krom-a-Tone” post cards te 

day. Newest, most economical w4y¥ 

to display any product. Samples 

and prices on request. Graphic Arts 

anete Service, Box 365, Hamilton, 
0. 
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Paper Stockpile 
‘Vanishes’ Before 
Industry's Needs 


Boren Committee 
Considers Imports 
of Pulp from Russia 


Washington, D. C., Jan. 28.—The 
Boren committee of the House 
today passed on to consideration 
of the problems of commercial 
printers, after newspaper publish- 
ers had failed to respond to an 
invitation to come in and air their 
fears over the widely protested 
WPB plan to stockpile newsprint. 

The committee’s studies were 
spurred by a warning that the 
paper problem will be felt for 


) months after the war. Representa- 


tives of the typographical unions 
declared that demands for paper 
for catalogs and other sales litera- 
ture as industry reconverts will 
result in new shortages until the 
paper making industry can return 
to normal operations. 

The committee stirred up a new 


i controversy today, however, when 


James F. Newcomb of New York, 


AGENCY 


OPPORTUNITY 


This 25 year old recognized 
national agency in the grow- 
ing Pacific Northwest must 
enlarge its staff because of 
substantial new non-war bus- 
iness. Real opportunity for 


a man or woman with all- 
around experience, able to 
plan and execute industrial 
and consumer copy, rough 
layouts, radio. Write com- 
plete details, salary expected, 
draft status. Box 4556, Ad- 
vertising Age, 100 E. Ohio 
St.. Chicago (11). 


co-chairman of the joint commit- 
tee on government relations of the 
commercial printing industry, ap- 
pealed for support against any ef- 
fort of the WPB to establish end- 
use regulations on printing. 
Referring to regulations adopted 
in Canada last November, Mr. 
Newcomb told the committee that 
a similar order discriminating 
against particular types of users 
of commercial printing in this 
country would be a flagrant viola- 
tion of freedom of the press. 
Receiving assurances from the 
committee that it would oppose 
end-use restrictions, Mr. Newcomb 
explained that commercial printers 
were prepared to do everything 
in their power to save paper 
through self regulation and edu- 
cation of printers and customers. 
New sessions for the committee 
had been scheduled after pub- 
lisher organizations throughout the 
country recorded their opposition 
to a plan advanced by Harold 
Boeschenstein, acting director of 
the WPB forest products branch, 
for the government to hold the 
extra 18,000 tons of newsprint 
monthly which Canada had de- 
cided to ship to this country 
during the first half of the year. 
By the time the committee as- 
sembled Tuesday, all the fire had 
gone out of the newsprint contro- 
versy, for Mr. Boeschenstein had 
already convinced the newspaper 
industry advisory committee that 
the stockpile would be so small 
that no practical relief from L-240 
would be possible. 


Credited to Newspapers 


If any doubts remained, Arthur 
Treanor, new director of the print- 
ing and publishing division, put 
them to rest with a promise that 
all the newsprint would be 
credited to newspapers, probably 
through adjustments in inventory 
regulations. 

Appearing before the Boren 
committee, Mr. Treanor whittled 
away at the 18,000 tons a month, 
until his calculations showed that 
only 10,602 tons or 1.3% of avail- 
able supply of newsprint would be 
left in the stockpile at the conclu- 
sion of each quarter to cover 
appeals and other contingencies. 

While he assured the committee 
that appeals would be “drastically 
reduced” under the revised L-240, 
he said a tolerance of a little more 
than 1% “is as small as can safely 
be provided.” 

By the time Mr. Treanor had 
finished his testimony, he had 


for Present and 
Post-War Sales! 


C. E. Wilson, President of General Motors 
Corporation, reports industrial payrolls in 
the three G.M.C. Divisions in Pontiac in- 
creased from $57,590,000 in 1941, pre- 
vious peak year, to’ $77,000,000 in 1943! 
Average employment has reached 24,000 


and rate of pay nearly 50% greater than 


in 1941, 


Capacity to build hundreds of thousands 
of automobiles, trucks, and busses to meet 
the flood of peacetime orders makes 
Pontiac a top market for present and 


future sales! 


PONTIAC Daily 


PONTIAC + MICHIGAN 


demonstrated to the committee’s 
satisfaction that the stockpile did 
not and would not exist. Relieved 
that the stockpile had at last been 
disposed of, one WPB official 
sighed, “Why did we ever bring 
that up?” 


Boren Endorses Position 


Chairman Boren commented 
that “the committee found the 
statement heartening,” for it “is 
the general philosophy of the com- 
mittee that there should be as 
little regimentation of this indus- 
try as possible.” Mr. Boren saw 
fit to “endorse the position taken 
by Mr. Treanor.” 

Following consideration of the 
stockpile, the committee turned to 
the general pulp situation, advanc- 
ing the notion that pulp imports 
from Canada should have kept 
pace with increased newsprint im- 
ports. 

The chairman revealed that he 
had called on President Roosevelt 
to study the possibilities of im- 
porting pulp from Russia under an 
organized reverse lend-lease pro- 
gram. 

The pulp situation had been dis- 
cussed at the Teheran conference, 
Mr. Boren reported, indicating 
that a definite effort would be 
made to utilize as much returning 
cargo shipping as possible for the 
importation of pulp. 

E. W. Tinker, executive secre- 
tary of the American Pulp & 
Paper Association, told the com- 
mittee that 16,000 cords of wood 
had already been imported from 
Russia, and that Russian supplies 
“may help tide us over the war 
years.” 

Mr. Tinker also predicted that 
lighter weight newsprint would 
come into popular use within a 
few months as a result of experi- 
ments by domestic newsprint 
manufacturers, and an adjustment 
in the tariff law provided in an 
amendment to the 1943 tax bill. 
The amendment starts the duty on 
newsprint on paper weighing less 
than 25 pounds instead of 32. 

In a review of pulp allocations 
for the first quarter of 1944, WPB 


= 


reported Wednesday that 864,811 
tons of pulp would be allocated to 
the mills each month, to provide 
1,520,518 tons of paper and paper- 
board per month, 8% below the 
industry recommendations. 

While all available mills will be 
in operation, WPB said, monthly 
production will be 3.8% below 
October, 1943, although 7.3% over 
the average monthly production in 
the fourth quarter of 1942. 

The latest pulp allocation table 
shows four increases in monthly 
allocations, including 1,453 addi- 
tional tons for newsprint. 


SWEDEN READY TO 
SHIP PULP HERE 


New York, Jan. 26.—When ship- 
ping restrictions can be safely 
lifted, Sweden stands ready to 
ship large stocks of wood pulp 
and paper products to this coun- 
try. Goesta Hall, member of an of- 
ficial delegation of Swedish in- 
dustrialists visiting the U. S., 
declared here yesterday. 

Representing Sweden’s wood in- 
dustries, Mr. Hall estimated that 
imports of pulp and paper from 
Sweden to the U. S. would ap- 
proximate the prewar total of 
$50,000,000 annually with the lift- 
ing of restrictions. Swedish buy- 
ers, he said, are eager to receive 
goods from this country in return. 

Mr. Hall said that war needs 
have resulted in the advancement 
of the wood industries in Sweden, 
which have supplied fodder cel- 
lulose for cattle, paper binder 
twine and many other substitute 
items as well as raw materials for 
industrial alcohol. 


WPB SETS QUOTA 
FOR LEAP YEAR DAY 


Washington, D. C., Jan. 27.— 
WPB’s printing and publishing 
division announced today that it 
had estimated approximately 5,954 
tons of newsprint would be used 
from its surplus reserve to meet 
the needs for Leap Year Day, 
Feb. 29. 

In determining their extra allot- 
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ments, newspapers published five 
or six times a week excluding 
Sundays, will divide their con- 
sumption quota for the first quar- 
ter by the number of days, ex- 
cluding Leap Year Day, on which 
the paper will be published. 

Papers published six or seven 
days a week, including Sunday, 
must first determine the percent- 
age relationship of adjusted ton- 
nage for morning and evening to 
tonnage for morning, evening and 
Sunday. After multiplying the 
consumption quota for the quarter 
by this percentage, the paper will 
divide by the number of publish- 
ing days, Sundays and Leap Year 
Day excluded, to determine the 
additional paper which will be al- 
lowed for Feb. 29. 


Whose trade mark’ is this? 


If you’ll write Collins, Miller 
& Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 
Ave., or phone FRAnklin 
5854, we will tell you. 


The largest Woolworth Store in 


New England Market. 


volume of Central New England 


in the heart of WTAG’s Big Market 


footage, is in the heart of the huge, compact Central 


Stop a minute to think what this means! 


When You Buy Time— 
Buy An Audience 


the world in counter 


WORLD’s 


This is no accidental record of size. Woolworth knows from the past the retail sales 
. and can accurately estimate future potentials. 


Woolworth sees Worcester as a big market, worthy of big coverage. WTAG is Worces- 
ter’s big station, that gives big coverage . . . and coverage from the INSIDE. 


PAUL H. RAYMER CO. 
National Sales Representatives 


Associated with the 
Worcester Telegram-Gazette 
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Big Boom in FM 
Broadcasting 


Seen After War 


(Continued from Page 2) 


L. W. Herzog, secretary-treasurer. 
FMBI will shortly open a Wash- 


ington office which will be in 
charge gf Myles Loucks as gen- 
eral manager. 


With the imminent return of FM 
broadcasting on a wide scale at the 
forefront of radio thinking, both 
NBC and CBS have already an- 


Its products are so well estab- 
lished that its future markets 
are assured. Diversified indus- 
tries. Payrolls over $5,000,000 
a month. 


THE BATTLE CREEK 


ENQUIRER anv NEWS 


EO. New York Detroit. 


nounced their network policies on 
FM. The Blue Network has al- 
ways made its programs available 
to FM broadcasters, and feels no 
further statement is necessary at 
this time. Few Blue affiliates have 
FM outlets. Mutual network ex- 
ecutives will hold a_ three-day 
meeting at the Waldorf-Astoria, 
starting Jan. 31, at which FM will 
be considered among other topics. 
Seven Mutual affiliates now have 
FM outlets. 

Niles Trammell, NBC president, 
said the network will make its 
programs available to FM affil- 
iates at no additional sponsor costs 
until audiences increase to a point 
where rate adjustments become 
practicable. The rate will be es- 
tablished on the premise the pro- 
gram is a single service. 

NBC’s FM station was the first 
FM outlet established in New York 
by any network broadcaster. An 
application has been, filed for an 
FM station in Chicago. NBC will 
also apply immediately for four 
additional construction permits for 
FM stations in other cities where 
it maintains studios. It now has 11 
affiliates with FM outlets. 

Speaking. for CBS, Paul W. 
Kesten, executive vice-president, 
said beginning Feb. 1, all CBS 
programs will be made available 
to FM stations of affiliates without 
cost to station or sponsor. CBS 
operates FM stations WABC-FM, 
New York, and WBBM-FM, Chi- 
cago. 


Conklin Promoted 


Harold D. Conklin, for nine 
years Hotpoint district sales man- 
ager of the Pacific Southwest with 
headquarters in Los Angeles, has 
been named manager of the Hot- 
point range and water heater sales 
division of Edison General Electric 
Appliance Company, Chicago. F. B. 
Williams, manager of the Hotpoint 
refrigerator division, Chicago, has 
been named regional sales man- 
ager of the southern region, with 
headquarters in Atlanta. 


You, Too, Are the Audience 


In this typical theatre audience, multiplied 18,000 times daily, 


you will find that elusive prospect known as the 


“Average American.” 


You, too, are frequently in attendance. 


Housewives, bankers, industrialists, workers, professional men 


and women—American people—make up an audience of more than 12 
million persons who attend the movies daily. 


Installation or use of any product by a theatre places it in the 


spotlight of community interest. 


Constantly changing to keep pace with 


the modern trend, the theatre wields a strong influence on American buy- 
ing habits. The products of science, art and industry first introduced in 
theatres soon become familiar and in favorable demand. 


An unique way to cultivate this class market for itself and as 
a@ convenient direct access to public favor of the masses is offered by 


ual publication 
as America; spotlighting every phase of Kedive burke 


Write for a free copy of our plan book “SELLING to and thru THE 


MOVIES.” 


Address The MODERN THEATRE, 332 S. Michigan Ave., Chi: | 
cago 4, Ill., or 9 Rockefeller Plaza, New York 20,.N. Y. 


War Department 
Pushes Contract 
Termination Plan 


(Continued from Page 1) 
of a special contractors guide, 
written in layman’s language, to 
help contractors prepare for termi- 
nation and disposal of surplus 
property. 

The War Department accepted 
the Baruch recommendations of 
Jan. 15, and is now urging all its 
contractors to write the standard 
termination clause into their 
agreements. 


Adoption Probable 


Other agencies have yet to act 
on the report, although it is gen- 
erally believed that the proposal 
will be adopted by all the procure- 
ment agencies involved. 

In the past, such standard 
recommendations have sometimes 
been rejected by individual agen- 
cies. A notable example was the 
Donald Nelson statement to price 
adjustment boards recommending 
a tight lid on advertising allow- 
ances in renegotiations. 

The War Department guide on 
termination has been submitted in 
outline form for consideration of 
various Congressional committees 
and trade associations. It is di- 
vided generally into three sec- 
tions: What to do before notice of 
termination; what to do when the 
notice of termination arrives; and 
what to do after receipt of noti- 
fication of termination. 

This third section discusses in- 
ventories, disposal of government 
owned property, and cost determi- 
nation, falling back on the old 
statement for principles of de- 
termination of cost for fixed price 
contracts. 


Allowances Stated 


Among the costs allowed are 
advertising “to an amount which 
shall not exceed the total which 
would have been available if the 
contract had been completed;” ex- 
pense of experiment and research; 
and many other engineering and 
depreciation items. 

The guide would point out that 
no allowance will be made for 
costs already included in previous 
renegotiation; cost of work done 
beyond reasonable requirements 
of the whole contract; losses on 
other contracts, or from sales of 
capital assets, and losses from in- 
come tax litigation, investments, 
life insurance expenses, etc. 

In addition to its plans to help 
contractors, the War Department 
has opened a special school here 
to train its contracting officers in 
termination procedure. Leaders in 
industry and government appear 
as lecturers, with John Hancock 
and Bernard M. Baruch among 
those who have participated. 

These War Department plans 
have gone ahead despite the in- 
decision in Congress on the han- 
dling of termination. The official 
Senate bill on contract termina- 
tion, drawn by the Murray small 
business committee in cooperation 
with Sen. George’s postwar plan- 
ning ‘committee, is expected 
shortly. 

According to one source, this 
bill would place termination in 
the hands of a central agency, a 
procedure which would apparently 
conflict with the operation outlined 


by Mr. Baruch and accepted by 
the War Department. 

The War Department guide for 
termination would be written by 
the new readjustment division of 
the Army service forces. It would 
apply only to fixed price contracts, 
and would cover, in addition to 
the Baruch material, War Depart- 
ment procurement regulations 15, 
7 and 324. 

Detailed, but plainly written, it 
would advise contractors to keep 
informed on regulations; to set up 
a sales unit that would deal with 
disposal of surplus property and 
be ready with market analysis of 
prices and demand; to work out 
procedures with subcontractors, 
and to discuss as many contro- 
versial problems as possible in ad- 
vance with contracting officers. 


Canadian Magazines 
Ask 100-Line Halftones 


With most Canadian magazines 
planning to adopt 37-38-pound 
paper weights as a result of the 
additional 10% restriction in paper 
tonnage put into effect this year, 
the Magazine Publishers Associa- 
tion of Canada last week bulle- 
tined all agencies and advertisers, 
urging them to supply 100-line 
screen deep-etched halftone en- 
gravings hereafter in place of the 
110-line screen previously used. In 
the case of three and four-color 
ads, 120-line screen halftones will 
continue in use. 

Typical of the reductions in 
body weight that are being made 
is that planned by Maclean’s, 
which will drop from its present 
42-pound body to 37 pounds, effec- 
tive with its March issue. 


War Theme Printing 
Awards Offered 


As a successor to the Cantine 
Awards, established in 1922 for 
skill in printing, the Martin Can- 
tine Company, Saugerties, N. Y., 
manufacturer of coated paper, is 
sponsoring National War Theme 
Awards to promote the war theme 
campaigns of the government and 
to give public recognition to those 
companies and individuals who 
are showing outstanding skill in 
cooperating with these campaigns 
through printed matter. 

March 1 is the closing date for 
entries, which should be sent to 
War Theme Awards, 345 Madison 
Ave., New York 17, N. Y. 
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Grant Adds Beirn 
and Graham; ‘1.Q; 
Show Back to Mars 


New York, Jan. 27.—Grant Ad. 
vertising, Inc., this week com. 
pleted reconstruction of its New 
York office into 
a strong pro. 
duction and 
sales unit by 
naming Ken. 
neth Beirn, top- 
flight account 
executive with 
Dancer - Fitz- 
gerald - Sample 
and formerly 
with Pedlar 
Ryan, executive 
vice - president, 
effective Feb, 1, 
At the same time, W. Norman 
Graham, copy supervisor for 
D-F-S, was named copy chief in 
the Grant New York office, the 
two appointments rounding out 
additions to the local staff which 
in recent weeks included P. Wes- 
ley Combs as vice-president in 
charge of merchandising; Harry 
Holcomb as vice-president in 
charge of radio; and Thomas H, 
Lynch as media director. The lat- 
ter three were all formerly with 
Wm. Esty & Co. In addition, 
Robert C. Marvin, vice-president 
in charge of Grant’s Dallas office, 
was also recently transferred to 
New York. 

Grant also revealed this week 
that Vitamins Plus, product of 


Kenneth Beirn 


Vick Chemical Company, will give | 


up sponsorship of the Dr. I. Q. 


radio program on NBC effective 


April 3. Grant has handled radio 
advertising for this account, whose 
other advertising is handled by 
Morse International. 

The Dr. I. Q. show is Owned by 
Grant, and will be picked up with- 
out a break by Mars, Inc., which 
originally sponsored it under the 
Grant banner. The show will be 
heard at the same time as at pres- 
ent on Monday nights, if clearance 
of time for the new sponsor can be 
arranged satisfactorily. 


Hilton Named V. P. 


Peter Hilton, account executive 
of Maxon, Inc., New York, has 
been elected a vice-president of 
the agency. 


Goodwill Booklet on INCOME TAX 


Saves Money for Wage Earners! 


This new booklet 

— “My Daily Record”—shows 

wage earners and salaried persons a 

short cut to SAVINGS on their 1944 

Income Tax! It’s the “book of the 

year” for millions of employees in 

1944—a natural goodwill builder 

for manufacturers, stores, publishers, 
many other businesses. 

“My Daily Record” helps the em- 
ployee keep a day-by-day record of 
income and deductible expenses. 
Pay stubs, etc., can be entered regu- 
larly —or for the entire year at one 
time. It shows all the deductions to 
which the worker is entitled, and 


— him bring correct figures to- 
gether for tax purposes at any time. 
You can’t deduct what you can’t re- 
member— that's why everybody will 
want to keep and use “My Daily Rec- 
ord.” Send today for sample, prices. 


TIMELY GOODWILL CHART 

Get the 1944 Edition of “BusinessBooms 
and Depressions...since 1775’’—the long 
range business chart that has long given 
valued service to business men. It ties in with 
postwar thinking. An ideal dignified me- 
dium for goodwill advertising. Restricted 
distribution. Write for sample, prices. 


THE CENTURY PRESS 
West Toledo Station Toledo 12, Ohio 


ADVERTISING SALESMEN — We have an attractive 
opening for one or two men. Write above address. 


THAN NEWSPAPER 
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Gas Ranges Start 
Rolling Off 


Production Lines 


Chicago, Jan. 27.— Coincident 
with the disclosure by the George 
D. Roper Corporation, Rockford, 
[ll., that it has started limited pro- 
duction of gas ranges and that war 
models already on dealers’ floors 
are meeting with a “great re- 
sponse,” the American Stove Com- 
pany revealed this week that it 
will resume making gas ranges On 
or about Feb. 1 at its Harvey, IIl., 


plant. 
Introducing the war model to 
dealers in trade _ publications, 


Roper also is furnishing dealer 
copy for use in newspapers. Un- 
hesitatingly emphasizing the com- 
pany name on its “victory” model, 
Roper in its advertisements de- 
clares the new range “is being 
manufactured in limited number 
for those housewives struggling 
along with ranges that are beyond 
repair and those who have no 
ranges.” The range is described 
as “attractive, compact, equipped 
with many excellent features,” 
and is available to anyone armed 
with a stove purchase certificate 
secured from the OPA. 

Trade publications carrying the 
war model advertisements include 
Butane-Propane News, Gas, Gas 
Age, Gas Appliance Merchandis- 
ing, Hardware Age, L P-Gas, and 
Retailing Home Furnishings. Con- 
sumer copy, stressing the need for 
wartime conservation and various 
features of the regular Roper 
ranges, is appearing in American 
Home, Better Homes & Gardens, 
Good Housekeeping, Holland’s 
Magazine, House & Garden, House 
Beautiful, and Sunset Magazine. 
Bozell & Jacobs, Chicago, is the 
agency. 

American Stove officials said the 
new model, manufactured in ac- 
cordance with OPA regulations, 
will be a practical range from the 
standpoint of cooking efficiency, 
with “most of the Magic Chef pre- 
war features built into it, includ- 
ing the Red Wheel regulator, auto- 
matic top lighter, 16 inch oven, 
full insulation, 3-in-1 Magic Chef 
top burners and porcelain enamel 
finish.” While the stove may ap- 
pear small, officials said, it will 
have standard size oven, broiler 
and cooking top facilities. In re- 
vealing plans for the manufacture 
of the new model in Harvey, offi- 
cials said that all the company’s 
other plants are continuing 100% 
in war work. 


Frank Braucher Heads 
Copy Advisory Group 


The magazine division of the 
Copy Advisory Committee, organ- 
ized by leading magazine publish- 
ers to handle disputes on copy 
themes, has elected Frank Brau- 
cher, president, Periodical Pub- 
lishers Association, as chairman; 
Isabella Van Meter, Time, vice- 
chairman; and W. C. W. Durand, 
Macfadden Publications, executive 
secretary. 

The executive committee has 
been increased from three mem- 
bers to four, including Oliver E. 
Everett, McCall Corporation; 
C. W. Fuller, Street & Smith Pub- 
lications; F. J. Maxted, Crowell- 
Collier Publishing Company, and 
Mr. Durand. 


TELL US 
WHAT YOU MAKE 
WE'LL HELP YOU SELL 


| 


Here’s o Tug for 
Your Sales Purse 


Edited “by REX W. WADMAN 
DIESEL PROGRESS — 
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Pepsodent Advances 
Hart to Sales Director 


Malcolm Hart, sales manager of 
the Pepsodent Company, Chicago, 
has been named to the newly cre- 
ated position of director of sales. 
Phil Kalech, formerly central divi- 
sion manager for Colgate-Palm- 
olive-Peet Company, has been 
maned to succeed Mr. Hart. 

Paul Mundie, Pacific Coast dis- 
trict manager for Pepsodent, has 
been named western sales man- 
ager in charge of the new office to 
be opened in Los Angeles. 


John Owen Buys 
Agency Control 


New York, Jan. 28.—Harold A. 
White and Mortimer Lowell have 
retired from White, Lowell & 
Owen, Inc., New York agency, and 
John H. Owen, former secretary- 
treasurer, has purchased full con- 
trol of the agency and the name 
has been changed to John H. 
Owen, Inc. 

Officers are John H. Owen, 
president; Walter R. Greenlee, 
vice-president; I. C. Sala, secre- 


tary; Marc Seixas, space and time 
buyer; and George K. Kimball, art 
director. The offices will remain 
at 595 Madison Ave. 

Captain White has retired to his 
home in Thomasville, Ga., and Mr. 
Lowell plans to devote his time to 
new product research for postwar 
development. 

All the new executives have 
been members of the agency staff 
with the exception of Mr. Green- 
lee, who is a former vice-president 
of Schenley Distillers Corporation 
in charge of sales and advertising. 

Among accounts served by the 


51 


agency are Browne Vintners Com- 
pany and Great Northern Wine 
Company. 


Sponsors Ad Course 


Starting Feb. 7 and continuing 
through June 5, L. Moholy-Nagy, 
director, will conduct an evening 
course in advertising arts at the 
School of Design in Chicago. Open 
to beginning and advanced stu- 
dents, the course is expected to be 
of special value to advertising men 
interested in obtaining a fresh and 
modern approach to their respec- 
tive fields. 


Right Off Our Chest 


As you know, the engraving industry is suffering from shortages 
—shortages of workers, servicemen and materials. We can’t change these con- 
ditions for the present and there’s no point in beefing about them. But by 
using our heads, we should be able to minimize their ill effects. 


We photo engravers often bore our friends repeating that shop- 
worn saw about a picture being worth a thousand words. Maybe 
it’s true. Even so, we must fall back on words to tell our story. 


Here is what we are getting at: in our shop we do mostly color work, making 
plates for national advertisers and mail order houses. This necessitates our 
having the most modern type of equipment and a permanent staff of top-notch 
men. The kind you can’t pick up at a moment’s notice. 


This type of work bunches up on us, which means we’re too busy sometimes 
and slack at others. No doubt your present engraver has the same problem. 


So, if you have a job that fits our mill during his rush periods, phone SUPerior 
6716, and we will send a man who has been with us for years to talk to you 
about it. He’ll tell you frankly whether we can handle it, how much time it 
will take and what it will cost. If we can’t get together there’ll be little lost 
motion and our man will not call again. We will not feel that we have your 
account forever just because we do one job. 


At no time will we let new business interfere with service for present clients. 
We appreciate their loyalty and will not hold up their work, under any cir- 
cumstances. This is a sincere effort to help the engraving industry get maxi- 
mum production from the increasingly limited manpower and materials with 
which it has to work. We hope it may prove helpful to you who buy photo 
engravings and we who make them. 


STEARNS & COMPANY 


417 NORTH STATE STREET + CHICAGO 


Printing Plates for Letterpress 
and Offset 
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Chelsea ‘Mystery’ 
Cleared by Stories 
of OM and Maker 


(Continued from Page 1) 


Webster, officer in charge of the 
non-perishable section of the sub- 
sistence _branch, Office of the 
Quarternfaster General, Washing- 
ton, told the story to Yank. 


Normal Buying Discarded 


Normally, Col. Webster said, the 
Quartermaster buys cigarets on 
the basis of a preference percent- 
age which currently rates brands 
in this order: Lucky Strike, 
Camels, Chesterfield, Philip Mor- 
ris, Raleigh, Old Gold, and all 
others. Actually, however, the 
Quartermaster normally bought 
95% of the six leading brands, and 
5% of “all others,” including Chel- 
seas, Marvels and Twenty Grands. 
Clarifying the operation, Yank 
says: 

“Until last July, the Quarter- 


IVE 


@ We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order...The 
low bidder got the job, but the 
engravings were delayed, the 
composition had to be re-set, 
and two cuts were transposed. 
The $5,000 man has been “on 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes... 
It is our business to help buyers 
save TIME, ENERGY and MONEY... 
We know printing, engraving 
and typography, backward, for- 
ward, up and down... we do it 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
many important accounts. Try us! 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


This full page 
advertisement 
for Martha 
Weathered 
appeared in 
Harper's Bazaar. 
It was prepared | — 

by Faithorn. 


ALWAYS 
THE FINEST AT FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone. Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


master had been buying cigarets 
from the companies at the regular 
jobber’s price. It felt that the sol- 
diers were not getting an even 
break under this arrangement be- 
cause they were paying for mer- 
chandising and advertising ex- 
penses the companies incurred in 
serving commercial jobbers. It 
therefore asked the companies to 
sell the tremendous carload ship- 
ments that go to the Army at a 
figure below the jobber’s price. 

“Chelsea and Twenty Grand re- 
duced their prices immediately, 
but Lucky Strike, Camel, Chester- 
field and other major brands re- 
fused to go below the jobber’s 
price. 


Mal-Distribution Occurs 


“In an effort to make the lead- 
ing brands fall in line, the Quar- 
termaster Corps increased its pur- 
chases of Chelseas and Twenty 
Grands by a few percentage points 
during July and August. Finally, 
in September, Chesterfield sug- 
gested a reduction of 10% in its 
Army price and the Lucky Strike 
and Camel people followed suit. 
Then the Quartermaster went back 
to the yardstick it had established. 
But, while the leading brands 
were making up their minds, a lot 
of those extra Chelseas bought by 
the Quartermaster in July and 
August were going to England. 
Brig. Gen. C. A. Hardigg, chief of 
the subsistence branch, and Col. 
Webster were sorry about the 
steady diet of Chelseas, but they 
“feel the sacrifice was worth it be- 
cause of the saving it brought to 
the GI’s. 

“Those Chelseas in Planter pea- 
nut cans all over the Pacific were 
the result of a packaging problem. 
Cigarets had to be packed in tin 
to withstand long storage in the 
tropical climates of New Guinea 
and the Solomons. But tin was 
hard to get last year. 

“Through a stroke of luck, the 
Quartermaster was able to lay its 
hands on 8,000,000 cans originally 
designed for Planters peanuts. But 
the size of the can did not quite 
fit the regular-sized cigaret, mak- 
ing it necessary to shorten each 
cigaret two millimeters under the 
standard length. This shortening, 
though barely perceptible to the 
eye, involved certain adjustments 
in the machinery of the cigaret 
companies. 


Larus Is Only Bidder 


“The Quartermaster explained 
the problem and the necessity for 
rushing the cigarets to the Pacific 
as soon as possible. Then it asked 
all companies for bids. Chelsea 
was the only company that re- 
sponded to the emergency call. It 
volunteered to fill 2,000,000 cans, 
and these were delivered ahead of 
schedule and immediately shipped 
to the Pacific. When bids were 
requested a second time, both 
Raleigh and Chelsea responded, 
but Raleigh became involved with 
some WPB priorities on cans. So 
another shipment of Chelseas went 
to the Pacific. 

“In fact, the Chelsea people 
have gone out of their way on 
many occasions to cooperate with 
the Army on special assignments 
like this. The three cigarets in 
C rations, for instance, have to be 
trimmed to a_ shorter-than-stan- 
dard size in order to fit across the 
|top of the can. They also have to 
be packed by hand. The leading 
cigaret companies, up to their ears 
in other orders, found it practi- 
cally impossible at one time to do 
the special trimming and special 
packaging. Hitherto only Chelsea, 
Fleetwood and Twenty Grand 
have attempted to do the C-ration 
job. Hereafter the six leading 
brands will also be used.” 


Does Much Special Work 


When asked by ADVERTISING AGE 
for comment on the Yank story, 
R. C. Carden Jr., vice-president of 
Larus & Brother Company, con- 
firmed the information there and 
added other interesting details of 
the Chelsea war effort and per- 
taining to the company’s history. 

It was learned that Chelsea was 
the first to develop, package and 
deliver cigarets in fours for field 
ration K used by paratroopers, 
tank units, air forces, etc., wher- 
ever space is a factor. Chelsea 
also was first again when the 
Quartermaster Corps asked for 
cigarets by threes in the Army C 
ration, and the only company 
which responded for a long time. 
On the latter job, a tedious, ex- 


WHAT TO DO—about wartime gaso- 
line that won't start as easily on cold 
mornings and that will probably 
“ping” is explained in this page copy, 
run in newspapers. Practical driving 
tips are offered motorists in a free 
pamphlet available at service stations. 


pensive method of hand-packing, 
with three protective materials, 
was required, because of which 
the company lost thousands of dol- 
lars. Later, high-speed machinery 
was developed which was capable 
of producing cigarets not only in 
packages of threes, but in the 
numbers required by all food ra- 
tions. 

For only a short period of time, 
Chelsea furnished all the cigarets 
for the K and C rations. Millions 
of packages of Chelseas were pro- 
duced during this period, and as 
fast as other manufacturers came 
in other brands took their place 
and Chelsea business was propor- 
tionately decreased. 


Assemble Tobacco Rations 


Another Larus contribution was 
the engineering of a method of 
assembling a supplementary to- 
bacco ration composed of the prod- 
ucts of all manufacturers, and de- 
signed to fulfill the tobacco needs 
of 200 men under battle conditions 
for a single day. In the ration are 
cigarets, chewing tobacco, “roll- 
your-own” tobacco, matches and 
cigaret papers. Thousands of cases 
of merchandise coming in from 
other manufacturers were opened, 
the complete ration assembled, 
and reshipped on sched- 
ule. 

Chelsea also developed a water- 
proof packing case for all tobacco 
products which guarantees fresh- 
ness on arrival in any climate, and 
even if floated ashore. This pack- 
age was tendered to the industry 
after tests and approval by the 
Quartermaster General, and be- 
came a specification for the whole 
industry, saving the armed forces 
millions of dollars by preventing 
spoilage. 

The Planters peanut cans packed 
by Chelsea, which were never in- 
tended for cigarets, required a 
cigaret 68 millimeters in length in- 
stead of 70. The entire order was 
delivered two months ahead of 
schedule. 


No Desire to Hog Business 


Chelsea officials are well aware 
that such a continuous supply as 
it has been able to maintain 
abroad has resulted in some criti- 
cism, but believes that such a rec- 
ord of cooperation and perform- 
ance for the men in uniform 
“surely must have earned this 
company and this brand consider- 
ation in the future.” 

“It is not our wish to have an 
over-supply of Chelseas in any 
war theater or in any ration,” 
they say, “and it was not our 
choice in the beginning.” 

Larus & Brother Company has 
been an independent tobacco man- 
ufacturer in Richmond for 45 
years, and is the only survivor of 
more than 100 independents oper- 
ating in Richmond when the Larus 
firm was founded. Its principal 
product is the well-known Edge- 
worth pipe tobacco consistently 
advertised for many years under 
the slogan “America’s Finest Pipe 
Tobacco.” It also makes some 100 
miscellaneous sectional brands of 
pipe tobacco, along with Domino 
cigarets, a vigorous contender in 
the economy field, and its most 
recent addition, Chelsea, a 15c 
cigaret, introduction of which had 
only begun at the start of the war. 
According to the company, Chel- 


sea is the result of five years of 
careful planning and research, and 
123 separate development projects 
involving several thousand tests 
by chemists, engineers and physi- 
ologists using various types of to- 
bacco. 


Has New Dextrose Process 


Recently Larus & Brother Com- 
pany was granted U. S. Patent 
2331830 covering the use of pure 
dextrose in tobacco products. The 
company contends that “by spray- 
ing rich tobaccos with pure dex- 
trose the smoke from Chelseas be- 
comes even richer tasting, milder 
and less irritating.” 

This theme is currently being 
brought to the attention of cigaret 
smokers via the Blue Network at 
10:30 p. m., EWT, Sundays, in a 
new half-hour radio program titled 
“Musical Autographs,” featuring 
Guy Lombardo and his Royal Ca- 
nadians. Edgeworth pipe tobacco 
promotion also comes in for about 
a 20% share of the program time. 

The present radio program is 
the most ambitious advertising 
plan the Larus Company has used 
for some time, although earlier in 
the year Chelseas were promoted 
with a modest newspaper cam- 
paign with copy appearing once a 
week in 1,200-line space and scal- 
ing down to 300 lines. Radio spots 
were also used on a number of 
stations. 

Edgeworth has been promoted 
consistently for the past two years 
with radio spots on 60 to 70 sta- 
tions, with David Ross reading 
poems on pipe smoking. 

According to Warwick & Legler, 
New York, the agency handling 
the Larus & Brother Company ac- 
count, sales of both Chelseas and 
Edgeworth have increased phe- 
nomenally. Henry Legler is the 
account executive. 


Quigley Joins Hillman 

George Quigley has joined the 
national advertising staff of Hill- 
man Periodicals, New York. 
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Hooper Subscribers 
Get New Features 


The first 1944 Hooper radio re. 
ports delivered to subscribers car. 
ried a new title, “Network Hoop. 
eratings,’ covering national net- 
work ratings for Jan. 15. About 
twice the number of pages are 
contained in the new format than 
previously, and several new fea- 
tures are incorporated (AA, Jan, 
10). 

The Jan. 15 Network Hoop- 
eratings report shows Bob Hope 
back at the top of the “first 15” 
evening programs, followed by 
Fibber McGee & Molly and Charlie 
McCarthy. The remainder of the 
list in the following order are: 
Aldrich Family; Joan Davis-Jack 
Haley; Bing Crosby; Jack Benny; 
Frank Morgan-Fanny Brice; Mr, 
District Attorney; Abbott & Cos- 
tello; Screen Guild Players; Take 
It Or Leave It; Walter Winchell: 
and Kay Kyser. 


Smith Joins WLW 

Neal Smith, formerly manager 
of Station WCOL, Columbus, 0,, 
has joined WLW, Cincinnati, as 
sales service manager, effective 
Feb. 1. He succeeds William Rob- 
inson, now with the WLW Chicago 
sales office. 


WE BACK ISSUES 
Complete coverage of current 
and back issues of business pa- 
pers and magazines for editorial 
and advertising material. 
Booklet No. 20, “How Business Uses 
Clippings” outlines how manutfactur- 


ers and advertising agencies use our 
service. 


BACON’S CLIPPING BUREAU 
BUSINESS 4 FARM GENERAL 
“PAPERS JK PAPERS MAGAZINES 


221 N. LASALLE ST., CHICAGO 1, ILL 


408 OLIVE STREET 
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AMERICA'S FOURTH 
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LOOMIS ADVERTISING COMPANY 


Transportation Advertising 


Has Been Appointed by 
TRANSPORTATION ADVERTISING CO. 
of Michigan 


as exclusive 


NATIONAL SALES AGENTS 


For sale of advertising space in the 


STREET CARS ani MOTOR COACHES 


operated by the 


TODAY THE TANK AND AUTOMOTIVE 
ARSENAL OF THE WORLD — POSTWAR: TO 
REPLENISH THE EXHAUSTED COMMERCIAL 
TRUCK AND PLEASURE VEHICLE REQUIRE- 
MENTS OF THE WORLD. 


A municipally owned system, transporta- 


2,023 Motor Coaches. 


Reader Circulation of 
54,896,465 per Month! 


(Average daily rides |,927,741) 


WHAT A MARKET: Rich, Spending, Permanent. 


For Rates and other Information, Write, Wire or Telephone 


LOOMIS ADVERTISING COMPANY 


Transportation Advertising 


Detroit Office: 806 Transportation Bldg. 
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New Pullman Series 
Shows Glimpse of 
Postwar Service 


(Continued from Page 1) 
man Company is now planning, 
and which has been hinted at in 
official forecasts issued by com- 
pany executives. 

“Then, there’ll be new Pullman 
cars,” the copy says. “One type 
you'll find in general service on 
almost every train will be all 
rooms — rooms as complete in 
every detail of comfort and con- 
veniences as a suite in a fine 
hotel. 

“In these duplex-roomette cars 
you'll lounge in comfort through 
the day and sleep in comfort 
through the night, as you speed 
safely and dependably toward your 
destination. You’ll have your own 
dressing quarters. Your own wash- 
ing and toilet facilities. Your own 
individually controlled light and 
heat and air conditioning. 

“Pullman plans that duplex- 
roomette space will cost little—if 
any more than lower berths cost 
now. What’s more, for those whose 
postwar travel may be strictly 
budgeted, there’ll be another new 
type of car—the coach-sleeper, in 
which you can enjoy Pullman 
comfort and convenience at a rate 
less than the present rate for a 
berth in either standard or tourist 
sleeping cars. 

“That’s what Pullman’s plan- 
ning for the day when America 
can resume its habit of traveling 
for pleasure and its custom of 
traveling in comfort.” 


Themes Alternated 


The series of magazine color 
pages which will deal with cus- 
toms in other countries, based on 
War Department booklets, will be 
alternated with copy of the kind 
which has been running hereto- 
fore, and in which cooperation in 
the use of Pullman facilities is 
asked of the public. The fact that 
Pullman is now carrying out mass 
troop movements with half its 
fleet of sleeping cars (amounting 
to 7,000), and carrying more pas- 
sengers in the other half than the 
entire fleet carried in peacetime, 
will be given emphasis in all ads. 

Great interest has been shown 
in the discussion of postwar Pull- 
man service, which like other 
forms of rail transportation is be- 
ing improved and developed with 
full appreciation of increased com- 


SURPRISING 


FACT ABOUT NEGROES 


is what a great job their spending does 
in offering opportunity to advertisers. 
Here's a 7-billion dollar market, yes 
T-billions a year. Are you overlooking it? 
Perhaps your competition is, too. That 
doubles the opportunity for you. So drop 
@ postcard or letter today to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and let us 
send you some startling, proof-revealing 
suite about what the Negro Press can do 
or you. 


petition from airlines, buses and 
other competitive transportation 
services. Pullman has its eye on 
the low-cost market, and a recent 
address by George A. Kelly, Pull- 
man vice-president in charge of 
advertising, who is responsible for 
the new advertising series, gave 
some interesting slants on the pos- 
sibilities of this big new field. 

“Pullman expects intensified 
competition from motor vehicles, 
both private and commercial, from 
the airlines and from within the 
rail travel industry itself, in the 
form of still further improved 
railroad coaches,” said Mr. Kelly. 
“As in the past, the major com- 
petitive factors in the travel field 
will be cost, comfort, service, 
safety and speed. In the matter 
of speed, the edge will obviously 
go to the airlines, but in the mat- 
ter of the other factors, Pullman 
expects to strengthen its competi- 
tive position. 


Tests New Types 


“At present the company has 
two types of cars in experimental 
service which are aimed at provid- 
ing a decisive edge in regard to 
the cost, comfort and safety fac- 
tors. The first of these new car 
types, referred to as the coach- 
sleeper, is designed to reach into 
the lower-budget travel market, 
providing sleeping facilities at 
greatly reduced cost. Cost per 
passenger will be dependent, as it 
has always been, on the number 
of berths sold per ear. 

“In the conventional open sec- 
tion Pullman, with an average of 
14 upper and 14 lower berths per 
car, the usual sale per car in nor- 
mal times was about 10 or 12 
berths. The lower cost of the 
upper berth apparently was not 
quite sufficient to give it full popu- 
larity. 

“The new coach- sleeper, ex- 
pected to be introduced widely in 
the postwar market, will have an 
average of something over 40 
berths. Obviously the large num- 
ber of berths per car available for 
sale should make possible marked 
reductions in price per berth with 
this type of car. We may even be 
able to get the cost down to $1 
per night. 

“Experimental versions of this 
car have won ready railroad and 
public approval. In the daytime, 
they are attractive coaches which 
give a feeling of unusual roomi- 
ness. Seats are all on one side of 
the car, somewhat in the conti- 
nental fashion. At night, the car 
is converted into a sleeper, with 
each triple tier of berths forming 
a section. Each section has its 
own lavatory facilities, with toilet 
and additional washrooms pro- 
vided at each end of the car. The 
coach - sleeper is air - conditioned, 
and service for passengers con- 
forms to traditional Pullman 
standards in all respects. 


Low Cost a Factor 


“This high-capacity car presages 
an era of low-cost travel comfort, 
and Pullman engineers are con- 
fident it will significantly broaden 
the company’s market. They ex- 
pect the cost to be brought down 
relatively so low that even the 
automobile will not have a con- 
clusive margin when it comes to 
trips of overnight distance, which, 
for example, would involve hotel 
costs. 

“The company’s research de- 
partment anticipates a continued 


development in the direction of 
more luxurious cars, luxurious 
lounges and other luxury features 
in its equipment. In fact, they 
believe it unlikely that any other 
important form of passenger trans- 
portation will have so much to 
offer in this respect. 

“A second important develop- 
ment in sleeping car design is now 
in service on an experimental 
scale and proving itself not only 
extremely popular but with very 
profitable possibilities to both Pull- 
man and the railroads as well. 
The car is known as the duplex- 
roomette sleeper, and provides 
private single-bed air-conditioned 
rooms at a cost only slightly above 
that of the conventional lower 
berth. 

“Each accommodation is like a 
traveling hotel room, with indi- 
vidual washing and toilet facilities, 
roominess and individual control 
of the lighting and temperature. 
The bed ‘made down’ before the 
train leaves the yards, can be oc- 
cupied any time, day or night, and 
put into or out of use without the 
aid of the porter—who, however, 
continues to provide the other per- 
sonal valet services that Pullman 
travelers have been accustomed to. 

“After the war, when cars of 
this type are introduced in con- 
siderable number—with many re- 
finements and improvements, of 
which 106 have already been de- 
vised since the first and only car 
of this type was built—Pullman 
engineers believe it may be pos- 
sible to sell the duplex-roomette 
at a fare little or no higher than 
lower berth fares.” 

The new Pullman series, it is 
predicted, will attract widespread 
attention and interest, not only be- 
cause of the unique copy approach 
based on the use of the War De- 
partment booklets, which for the 
first time will be made familiar to 
the public in this way, but because 
of the preview of Pullman service 
of the future. 

The magazines carrying 1944 
Pullman advertising are Business 
Week, Cosmopolitan, Life, Nation’s 
Business, National Geographic, 
Newsweek, The Saturday Evening 
Post, Time, United States News 
and Ticket Agent. 

Pullman advertising is prepared 
and placed by the Chicago office 
of Young & Rubicam. 


S&W Foods Starts 
Apple Juice Drive 


New York, Jan. 27.—S&W Fine 
Foods this week started a new 
campaign for its apple juice, the 
latest in its line of foods, using 
210-line newspaper space in se- 
lected major markets. Insertions 
will appear in all papers once 
weekly. 

Participating radio programs are 
also being used in Chicago, New 
York, and the New England terri- 
tory, while an early morning daily 
newscast over Station WOR, key 
outlet of Mutual, heads the com- 
pany’s radio activities. 

Newspaper copy carries the cap- 
tion “an apple a day,” and sug- 
gests that consumers keep sick- 
ness at arm’s length by drinking 
an apple a day the S&W way. The 
product is made of crushed, whole 
apples. 

Samuel C. Croot Company, New 


York, is the agency. 


William Dewart, 
‘Sun’ Head, Dies 


New York, Jan. 28.—William 
Thompson Dewart, 68, president 
and principal owner of the New 
York Sun, died last night at his 
home after a three-week illness. 

Born in Canada, son of a rail- 
road builder whose ventures did 
not prosper, young Dewart stud- 
ied accounting, and at 22, obtained 
a job as bookkeeper for a New 
London, Conn., department store 
and hotel owned by Frank A. 
Munsey. In 1903, Mr. Dewart suc- 
ceeded E. J. Ridgway as general 
manager and treasurer of Mr. 
Munsey’s enterprises, which in- 
cluded a dozen newspapers and 
magazines, the Mohican Stores, 
the Munsey Trust Company in 
Washington, and a large amount 
of real estate. He maintained that 
position through the years until 
Mr. Munsey’s death in 1925, when 
he and a group of associates pur- 
chased the Sun and some other 
properties for $13,000,000 from the 
Metropolitan Museum of Art, to 
which Mr. Munsey left his entire 
estate. 

In 1941, Mr. Dewart retired as 
publisher of the Sun, and was 
succeeded by his son, Capt. Wil- 
liam T. Dewart Jr., now serving 
overseas with the Army. Another 
son, Thomas Wheeler, a lieutenant 
in the Navy, and a daughter sur- 
vive. 


I. A. KLEIN 


New York, Jan. 25.—I. A. Klein, 
81, New York advertising repre- 
sentative of the Detroit News and 
the Booth newspapers of Michigan, 


died yesterday in St. Luke’sHos- 
pital. 


JOHN J. DOYLE 


Los Angeles, Jan. 25.—John J. 
Doyle, 64, advertising and public- 
ity manager for the Western & 
Southern Life Insurance Company, 
Cincinnati, until his retirement 
two years ago, died here Jan. 18. 


United Elects Cowles 


Gardner Cowles Jr., president 
of the Des Moines Register & 
Tribune and vice-president of the 
Minneapolis Star Journal & Tri- 
bune Company, has been elected a 
director of United Air Lines, Chi- 
cago. He replaces Joseph P. Rip- 
ley, who recently resigned so that 
Harriman, Ripley & Co., with 
which he is associated, might han- 
dle United’s new financing plan. 


SO (Ind.) Gives Awards 


Standard Oil Company of In- 
diana has announced a series of 
farm radio broadcasts durin 
which war bonds will be awarde 
for outstanding agricultural ac- 
complishments. Winners will be 
announced on broadcasts begin- 
ning April 1 over about 100 radio 
stations, six days a week for 26 
weeks. 


MAILING SERVICE 
Multigraphing — Filling-in 
Addressing—Mimeographing 

THE LETTER SHOP, Inc. 


431 8S. Dearborn 8t., Chicago Wab. 8655 
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street, Chicago (11). 


This Message Is Addressed to 
An Eastern Advertising Agency 


If you are thinking about opening an office in 
Chicago, I can put you in touch with a man who 
I feel confident would do an excellent job for you. 


Without going into detail, I can assure you that 
this man is unusually well qualified from all stand- 
He has experience, contacts, background 
and ability to get the job done. 
dling important national accounts with marked 


It would of course require an unusual oppor- 
tunity to justify a change, as he now holds an im- 
portant position in his present organization. 
if you are looking for a top flight manager to open 
a Chicago office, I can recommend this man with- 
out qualification for your consideration. 
Crain, Jr., publisher, Advertising Age, 100 E. Ohio 


He is now han- 


But 


G. D. 


Assure the success of every campaign in the high-income Schenectady area in 
1944 by consistent use of a newspaper with an outstanding list of FIRSTS! 


The Schenectady GAZETTE is FIRST in circulation—FIRST in total advertising 
and all divisions as measured by Media Records—FIRST with last-minute news— 
FIRST with last-minute advertising—FIRST in reader eonfidence. Additional 
proof of GAZETTE leadership is yours for the asking. 


SCHENECTADY 


AZETT 


REYNOLDS-FITZGERALD, INC., NATIONAL REPRESENTATIVES 
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Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 


Tar Pennsylvanian is perhaps a shade more 
conventional than most of his countrymen. The 
stern breed that wrested civilization from a raw, 
harsh land have left their imprint upon him... 
a little more respect for law, a consciousness 
of custom, a sense of the past. 

He lives in one of the first settled states, yet 
one of the wildest . . . with more historic markers, 
and more deer; old industrial towns, English 
lawns, sunlit farmlands, and vast dark forests, 
sombre rivers, mountains ruled in ranges. 

He is not permitted to forget that Nature 
is a jealous force ... sees the two hundred year 
old farm flanked by impenetrable wilderness, 
the century old quarry flooded by springs and 
covered by brush in a decade, the mountain 
lakes of the lumbermen claimed by the gamefish. 
In the Depression years, when idle mills stopped 
fouling the Schuylkill, the shad missing for a 
hundred years were back in three. 

The State’s first settlers came here for 
freedom of worship. They worshipped a grim 
God whose Sabbaths were not to be profaned 
by useful or pleasurable occupation. From these 


people came the Blue Laws, which successive. 


‘generations failed to change. 

Until recent years, in Pennsylvania, there 
were no places of amusement oper. no Sunday 
ball games or movies. Even when these were 
legalized, the Pennsylvanian with wild life all 
around him, was forbidden to fish on Sunday. 
Conservationists supported this particular law. 

John M. Cummings, Inquirer columnist, a 


NATIONAL ADVERTISING REPRESENTATIVES: 


Banished . a two-century-old 
BLUE LAW 


ATION 


mild man away from a typewriter and a cause, 
is fond of fishing; and in 1932, began a one-man 
campaign against prohibited Sunday fishing. 


—— larger issues and more urgent 
assignments, he and his fictional alter ego, 
Uncle Dominick, derided and reasoned against 
piscatorial prohibition on: the Sabbath. He 
made himself an expert on fish culture, told 
public and conservationists about stocking and 
the facts on fish life; and insisted that Sunday 
fishing was without detriment to personal morals 
or public weal. In five years, he enlisted not 
only conservationists but clergymen as well. 

In March 1937, The Inquirer-sponsored 
LaRue-Robinson bill passed the House. The 
Senate concurred a month later. The Governor 
added his signature, and the bill became law. 


Tue life of most men consists of a few 
triumphs, a long list of trivia, and some simple 


~pleasures. And of these the pleasures are often 


the most precious ... Many a man who whips 
a trout pool on a Sunday in spring, or watches 
his floater ripple the Sabbath stream, thinks of 
The Inquirer with gratitude. 

A newspaper makes strong friends with 
small services. And friends make a strong 
newspaper—and a strong advertising medium. 
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THE WEEK 


PUBLISHERS QUIZZED—Frank E. Tripp, general manager of the Gannett 
Newspapers, was quizmaster in a television quiz on current news in a show 
arranged by General Electric as the closing event of the New York State 
Publishers Association convention. Participants were, left to right: Arthur P. 
Irving, Glens Falls Post-Star; W. Howard Moody, Saratoga Springs Saratogian; 
E. M. Waterbury, Oswego Palladium-Times; Mr. Tripp; R. J. Finnegan, Chicago 
Times; W. N. Paxton, Albany bureau, Associated Press; and Wilbur Forrest, 
New York Herald Tribune. 


HEADACHE FOR HITLER — Theodore 
R. Gamble, national director of war 
advertising, U. S. Treasury, left, re- 
ceives the first of a run of 130,000 
Bromo-Seltzer war bond posters, printed 
by Emerson Drug Company for distri- 
bution during 4th War Loan drive. 
Presentation is made by Harold Grafer, 
director of Emerson Drug's public re- 
lations department. 
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SPEAKS FOR CHILDREN — Electric 

Auto-Lite Co., Toledo, has contributed 

this wistful appeal to the 4th War 

Loan drive, using full pages in Collier's, 

Pathfinder, SEP and Time. Ruthrauff 
& Ryan is the agency. 
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THE ATTACHE WAR BOMBS! + 


COMPARES CUSTOMS—First advertisement in the Pullman Co.'s new series 

§ this color page scheduled to appear in the Feb. 19 Saturday Evening Post. 

18 New copy compares customs of foreign lands, as seen by our fighting men, 

those at home, and tells about new types of Pullman cars and service 

» Some when the war is over. The Chicago office of Young & Rubicam handles 
the account. (Story on Page |.) 


REVIEW 


AT AMI DEBUT—Gathered for the first broadcast of "The Life of Riley,” aired 
‘coast to coast on the Blue for American Meat Institute, are, left to right: 
Frank Ferrin, radio director, Leo Burnett Co., agency in charge; William 
Bendix, star of the show; Hobart Donavan of Burnett; E. F. Forbes, head of 
AMI's western office; and Norman LeValley, account representative of Burnett. 


PERFECT THREAD COMPANY nc. 


SEW ANYTHING—Perfect thread is 
capable of sewing anything from the 
spread on her bed to the shoes worn _ 
by her favorite fighting man, says this ee ; 


ST.LOUIS SYMPHONY 


PRESENTED BY THE 


BREWING INDUSTRY OF MISSOURI 


full-page ad which will soon initiate 
a campaign in papers in the women's 
wear field by Perfect Thread Co., 
Brooklyn. Consolidated Advertising 


KXOK 9:15 EVERY THURS®OAY : 


BOOSTS BROADCASTS—The Brewing Industry of Missouri is giving additional 

promotion to its sponsorship of St. Louis Symphony broadcasts with this 24- 

sheet poster in St. Louis, Kansas City and Independence, Mo. The program 
is handled by Olian Advertising Co., St. Louis. 


Agency, New York handles the Per- 
fect Thread account. 


SITAT THE 
PEACE TABLE 


CREATES DISCUSSION—This departure from the usual institutional message, contributed and developed by Frank W. 

Schwartz, is appearing on |! bulletins in Detroit for Mistele Coal Co. According to report, war sims and peace ideals 

have become the subjects of animated discussion by bus and street car passengers passing intersections where the bulle- 
tins are located. The design was painted for the coal company by Walker & Co. of Detroit. 


Whaté it Like 
to Die? 


WAR LOAN COPY MAKES AN IMPRESSION—The war finance committee of New York has received numerous requests 

from all over the country for permission to reproduce this advertisement placed by 80 of New York's leading retail stores 

in behalf of the 4th War Loan. The spread, which ran in the Jan. 18 issues of the New York Times and Herald Tribune, 
was prepared and contributed by Kenyon & Eckhardt. (Story on Page 36.) 
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....And Dr. Philip M. Hauser, assistant direc- 
tor of the United States Census Bureau, includes 
Phoenix, Arizona, in his list of the nation’s 17 
fastest growing metropolitan areas most likely to 
retain present population increases after the war! 
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BOB HALL, National Advertising Manager DICK LEWIS, General Manager dian’s Ae 
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